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Maybe it’s because we make a | onec 


powerful 386SX “that’s so easy to use. 
Just turn iton, and yov’re greeted by 


a friendly, graphical icon-based 
interface. No DOS to learn! Click 
the mouse on any application icon 
(the software is already loaded and 
ready-to-run) and yov’re off to the 
races. The pull-down menus make 
productivity quick and easy. 


Maybe it’s because our fully 


configured system is so easy to buy. 
You get all the hardware you need, 


right down to the mouse. You get 
enough software to run a business, 
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You get a system that will run the 
32-bit software of the future, at a 
price that’s easy today. Just $2,995 
suggested retail. Complete. 
If you ever have questions, 
we re easy again. 
Just call our toll-free answer 
line for Sun Moon Star owners. 
But what makes us look easiest 
is our World-Class Quality. 
Our Three-Year Warranty means 
you don’t have to worry about a 
broken computer. It includes 6 
months of on-site service so you 
can get started with confidence. 


already loaded on the spacious Pree Te We even make preview- 
40MB hard-disk. Includiig— 4 bob db kok ey ing our 386SX system 
word proc- a, i easy. Call today, and 
essing, _ your free instructional 
graphics, video will be on its way. 


a database, spreadsheet, and utilities to manage all 


those files you'll be generating. To show off this easy- Call for your free video and location 
of an authorized dealer near you. 


to-use software, you get a big, crisp, 14" paper-white 
monitor. To make it all run fast, you get 1 MByte of 


Hotline: 1-800-952-6300 


RAM, which you can easily expand to 8. The result? Dept. U124. Resellers: UR124 


Sun Moon Star makes 386SX easy, 


© Sun Moon Star, 1989. All rights reserved. 1941 Ringwood Avenue, San Jose, CA 95131. Sun Moon Star Canada, SMS Group Canada Inc., 5500 Tomken 
Road, Unit 8, Mississauga, ON-L4W 224. Sun Moon Star , Sun Moon Star World-Class Quality, and the Sun Moon Star logo with the words Sun Moon Star are 
trademarks of Sun Moon Star. 386SX isa trademarkof Intel Corp., PC Tools is a registered trademark of Central Point Software., GEM isa registered trademark of 
Digital Research. Desktop, Draw Plus and DR-DOS are all trade-marks of Digital Research. Check-it is a registered trademark of TouchStone Software 
Corporation. *One year warranty on hard disk, Packages and specifications are subject to change without notice. 
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From professional reports with 
sales charts to home business 
newsletters, people are turning 
to desktop publishing. 


And the PC they’re turning to 
is the one making headlines of 


its own: the Tandy 1000. 


It’s the only PC with MS-DOS® 
and the DeskMate® user 
interface, built in. So you can 
get right to weaving your text 
and graphics into attractive, 


attention-getting documents. 


If you’re new to computing, 
start with the word processing 


and graphics software that’s 
included with the Tandy 1000. 


Need more power? Check out 


our line of business systems. 


The Tandy 1000 is America’s 
best-selling PC compatible. Get 
one, and start making 


headlines of your own. 


Tandy Computers: Because 


there is no better value.™ 


America’s 
TECHNOLOGY 
STORE 


Radio Shack is a division of Tandy Corporation. 
MS-DOS licensed from Microsoft. 
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FEATURES 


COVER STORY Page 33 
Where’s the Money? 

Financing is one of the crucial challenges facing an entrepreneur. Here, you’ll learn 
more about some tried-and-true methods for raising capital and meet some home-based 
business people who took advantage of these sources of funding—including bank, home- 
equity, and SBA and government loans; venture capital and outside investors; limited 
partnerships; and loans from friends and relatives—to get the money they needed to 
achieve their business goals. 


HOW-TO 

The World’s Best Filing System Page 39 
If the papers you need aren’t always at your fingertips, the simple indexing methods 

detailed here may help you conquer your data clutter. 


SOFTWARE 

How to Stay in Touch with Absolutely Everybody Page 42 
Keeping track of clients and contacts is vital to the success of your business. Here, you’ll 

find out how other business people, with the help of software, have organized their 

‘*Rolodex’’ information to make contact management easy. Plus: A roundup of contact 

software for small businesses. 


HARDWARE 

Computer Equipment Delivered to Your Doorstep Page 47 
Should you order an important piece of equipment like a computer over the phone? 

Today’s direct merchandisers offer top-flight, customizable computer systems at great 

savings. This shopper’s guide will give you the lowdown on the reliability and product 

quality of the leading players in the game. 


PROFILE 

On My Own, Part VI: Getting Paid What I’m Worth Page 52 
Pricing services is a tricky task for home-based professionals. But, with a little figuring, 

you can calculate a daily fee that will add up to the yearly income you want. In this 

installment of HOME-OFFICE COMPUTING’s special series following the switch from a 

corporate to a home-office lifestyle, you’ll see how one professional determined just how 

much his work was worth. 


CLIP-AND-SAVE -e QO 

Better Marketing Tools: A Guide to Using Desktop Publishing to Grow Your Business Page 57 
This clip-out reference guide will help you harness-the power of computer technology to 

create outstanding marketing tools for your business. This special section includes 

information on the kinds of promotions you can produce, equipping yourself properly, 

designing eye-grabbing pieces, and more. 


PRODUCTS 


Product Previews Page 16 

First looks at new hardware, software, and office products. This month: Speedy effects 
from the Mac IIfx; Dell’s quick new 20-MHz SX-based computer; and a Radius monitor 
that you'll flip for. 


Hardware Reviews Page 74 
Miniguide to 386SX-based Computers: Reviews and a side-by-side comparison of the 
Arche Rival 386-SX, Micro Express’s ME 386-SX, Packard Bell’s Force 386SX, and 
Tandy’s 4016 SX. 
Printers: Kodak’s Diconix M150 Plus for the Mac; Fujitsu’s DL4600 dot-matrix printer. 


Graphics Enhancement System: Intel’s Visual Edge. Fax machine: Epson’s Priority Fax 
3000. 


Office Essentials Page 82 


Software Reviews Page 84 
* Reviews of Alpha Four, a powerful database package with tutorials and menus to help 
novices; LabelPro, a program that takes the hassle out of outputting labels on a laser 
printer; /nspiration, an outlining aid that produces charts and diagrams; and HyperPAD, a 
DOS version of the popular customizable Mac utility. Plus: Learning and leisure reviews 
of First Shapes, Word Attack Plus!, and Populous. 


Best-Selling Software Page 90 
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ADVISORY BOARD 


Lynie Arden, editor, Worksteader News; Paul & 
Sarah Edwards, authors and sysops of Compu- 
Serve’s Working from Home Forum; Lis Fleming, 
director, Association of Electronic Cottagers; 
Charles H. Gajeway, assistant vice president, 
Merrill Lynch; Gil Gordon, editor, The Telecom- 
muting Review; Tom Miller, director, ESU 
Telework Group (a division of Link Resources); 
Joanne H. Pratt, Joanne H. Pratt Associates, 
independent consultant. 


HOME-OFFICE COMPUTING (ISSN 0899-7373) is published monthly by Scho- 
lastic Inc., 730 Broadway, New York, NY 10003. Subscriptions: in U.S., 12 is- 
sues for $19.97; in Canada and U.S. possessions add $6.00 per year for postage: 
foreign residents add $8.00 per year. Printed in U.S.A. Copyright © 1990 by 
Scholastic Inc. All rights reserved. 

POSTMASTER: Send address changes and notice of undelivered copies to 
HOME-OFFICE COMPUTING, P.O. Box 53561, Boulder, CO 80322-3561. 
Known office of publication, Scholastic, Inc., 351 Garver Rd., Box 2700, Mon- 
roe, OH 45050-2700. Second-class postage paid at Monroe, OH 45050-9998 
and additional offices. 


HOME-OFFICE COMPUTING is a trademark of Scholastic, Inc. and FAMILY & 


HOME-OFFICE COMPUTING and FAMILY COMPUTING are registered trade- 
marks of Scholastic Inc., 730 Broadway, New York, NY 10003. 
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COLUMNS 


ShopTalk Page 18 

Targeting Small Business. Advice on getting specialized mailing lists for home-based 
businesses, establishing credibility in target markets, combining fashion and photography 
in a business, and putting business forms on your computer. 


Clinic Page 20 
Answers to Readers’ Questions. HOME-OFFICE COMPUTING’s editors answer questions 

about screen-capture utilities, upgrading versus buying a new system, the dangers of 

dampness and computers, paying more for a high-speed modem, and Tandy compatibility. 


Working Smarter Page 30 

Marketing Secrets for People Who Don’ t Like to Sell. According to columnists Paul and 
Sarah Edwards, taking the marketing slow lane—letting your business reputation build 
momentum slowly and powerfully—can pay off in the long run. Here’s their advice on 
getting the word out about your business. 


Workstyles Page 96 

The Home-Office Gourmet. After years in the fast-paced world of New York publishing, 
senior editor Nick Sullivan became quite adept at the art of ‘‘doing lunch.’’ Now, as a 
home-based worker, he is more likely to pass his lunch hour reheating leftovers or 
spending important time with his family. 


DEPARTMENTS 


Editor’s Note Page 6 
Letters Page 8 
Up Front Page 10 


News, advice, tips, and a shot of humor on using home-office technology and running a 
home business. This month: The hottest deals on home-office products, home banking— 
take two, travel services with an edge, inspiration from self-help books, sales brochures on 
tape, and more. Plus: Washington Beat—a step back for home-office deductions. 
Word Processing Page 22 

Classic Writing Tips, Always Worth Remembering. Business writing is really no 
different from any other kind of writing—you want to communicate your message in as 
lucid and accessible a manner as possible. These classic tips will help you prune your prose 
to perfection. 


Desktop Publishing Page 24 
“IfI Knew Then What I Know Now . . . ”’ (Part 1). Learning from your own mistakes is 

good, but learning from the mistakes of others is even better. Desktop publisher Steve 

Morgenstern lets you in on all the things he would have done right the first time. 


Business 101 Page 26 
Money-Smart Ways to Advertise on TV and Radio. In the second installment of HOME- 
OFFICE COMPUTING’ special series on advertising, you’ll find out how to get the most for 
your media dollar by investigating advertising opportunities in cable television, per-inquiry 

ads, and local radio. 


Finance Page 28 
High-Quality Software for Easier Bookkeeping. Money Matters, a solid small-business 

financial package, can help you keep your books with its full double-entry accounting 

system, inventory and cost tracking, invoicing, payroll, and many other business features. 


Home-Office Shopper/Classifieds Page 91 


Advertiser Index Page 95 
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Introducing Samsung’s SD630 286 and SD700 386SX. 


High Performance and Rock Solid Value. 


The world of desktop computers is filled 


with high performance, high priced models. 


Computers that get the job done, but leave 
a serious dent in your bottom line. 

From out of this forbidding landscape 
emerge the SD630 and SD700 from 
Samsung. Fast, powerful AT® and 386SX 


compatibles that 
SD630 


Microprocessor 80286 
budget on the Operating Speed 12MHz 
rocks. On-Board RAM 


won’t put your 


Loaded with board 


Expansion Slots 


features, the 
SD630 is ideal for 


small to medium- 


MSRP $1099 


sized businesses. Its 12MHz operating 
speed and 80286 microprocessor handle 
everything from spreadsheets to desktop 
publishing. All for a suggested list price 
of under $1100! 

For even greater productivity at an 


affordable price, there’s Samsung’s 


The SD630 and SD700. More than affordable. 


640KB; expandable 
to IMB on mother- 


Five 16-bit; all 
available 


versatile SD700. Its 16MHz 80386SX 
microprocessor keeps pace with the 
most demanding programs. As a stand- 
alone system or network player, the 
SD700 brings extra muscle to every 
application. 

Add to that the reliability of a 31- 
Gene billion dollar 
80386SX industrial 
16MHz corporation — 
2MB; expandable | the world’s 17th 


to 8MB on mother- 
board largest. Plus 


Five 16-bit: all 
available 


$1999 


extensive support 
programs such as 
on-site service 
and a customer response hotline. 

All of which make the SD630 and SD700 
rock solid choices for your desk-top 
computing needs. For the name of your 
nearest Samsung reseller, call 
1-800-624-8999 ext. 851. 


SAMSUNG 
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EDITOR’S NOTE H ff 


Whos Mohammed? 
Who's the Mountain? 
Finally the Twain Meet 


On a recent visit to the Massachusetts home 
office of senior editor Nick Sullivan, Claudia 
Cohl takes an early morning meeting with Sarah 
(left) and Lucy Sullivan. 


Senior editor Nick Sullivan and I make an 
odd pair of parentheses every month. In my 
office in New York, I write the message to 
readers that appears at the beginning of the 
issue. And Nick, in his oft-mentioned home 
office in Massachusetts, composes his 
Workstyles column, which closes HOME- 
OFFICE COMPUTING. 

The magazine’s long-distance, telecom- 
muting arrangement with Nick works 
well—nearly perfectly from my point of 
view—but Nick is always the one to travel. 
(From his perspective, we’re the mountain 
in a Mohammed-mountain relationship.) 
I’m embarrassed to confess that until last 
week I’d never visited his home office, 
which I’ve always imagined to be utopian. 

Now I can tell you that my imagination 
was right on the money. As an experiment 
in living, this looks like one that works. 
Lonely, schmonely! The guy’s got it made! 
No one telling him what to do. Relatively 
few unwanted distractions. Absolutely no 
office politics. He’s the only person I know 
who comes to mind as someone who got 
what he went for. 
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Involvement with his kids? No question. 
Daddy is as central to their lives as Mom. 
Positive impact on the two girls? You bet! 
In the three days I was there, I felt that 
Sarah, age 5, and Lucy, 2⁄2, were pretty 
calm kids. Mellow, you might say. Good 
relationship with his wife? Sure looks that 
way. They both pay attention to the work 
that has to be done for their home and the 
work they get paid for. A role in the com- 
munity? Apparently. A letter from Nick to 
the editor of the local paper appeared in a 
recent edition. 

And the work space! It’s not what Pd call 
an office. Up a circular staircase, at the top 
of his castle, reigning over his mortgaged 
goods, toils this king. Like the president of 
a large company, he has a private bath. The 
view is spectacular, the place itself spacious 
and personal, filled with favorite objects. 

Most amazing of all is the balance Nick 
seems to achieve. He moves back and forth, 
apparently with ease, between his work and 
the rest of his life. Even my own stress level 
went down in this setting. 

I’m sure that many of you out there are 
achieving the goals you set for yourselves 
when you decided to go home to work. 
That’s probably true both for telecommuters 
and for those who run their own shows. 
Now it’s clearer to me than ever why this 
phenomenon is growing. 

It’s clear, too, why so many people strug- 
gle and struggle again if necessary to make 
a solo or small enterprise work. 
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CLAUDIA COHL 
EDITOR-IN-CHIEF 
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1989 - PANASONIC KX-P1124 
JUNE 1990 


Dueto space limitations, 
we cant show you all the awards 
our 1124 and 1180 printers have won. 


What can we say? Of course, we're proud. But we ve always been proud of our 1124 and 1180 Dot Matrix 
Printers — even before they started winning all these awards. Who wouldn't? They just make so much sense. Each 
one, for example, has multiple paper paths. Load it from the bottom or rear. And put it wherever you want. Each 
one has an EZ Set™ Panel. As well as a staggering 3400 print combinations 
possible from a wide variety of fonts, sizes and enhancements. And each Printers, Peripherals, Computers, Copiers 


one foals with a 2-year limited warranty on parts and labor. (See your [ypewriters and Facsimiles 

dealer for details.) | & 
Panasonic” 1124 and 1180 Dot Matrix Printers. They re everyone else's Panasonic, 

choice. Shouldn't they be yours, too? OF 
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WOMEN, BUSINESS, AND TECHNOLOGY 
I want to thank you for your article on 
home-based women entrepreneurs (‘‘Five 
Women Who Changed Their Lives,’’ page 
43) in the April issue of HOME-OFFICE 
COMPUTING. I can’t tell you how inspiring 
it was. I am in the beginning stages of 
starting my own business, and the women 
you profiled serve as very real examples that 
it can be done. BRENDA LOWELL 
Quakertown, Pennsylvania 


After reading the section ‘‘Why More 
Women Don’t Compute’’ (page 48) in your 
April cover story on female business own- 
ers, I couldn’t help but think of an informal 
survey I took of my coworkers on the same 
subject a couple of years ago. I am an 
independent consultant who frequently 
works with a number of other consultants, 
men and women. All the male consultants I 
work with have PCs at home, and many use 
them on-site as well. None of the women I 
work with use computers. I asked several of 
the women why they didn’t, and one of 
them summed it up by saying that using a 
computer made her feel like a secretary and 
she didn’t want to be perceived as a secre- 
tary. None of the women attributed the situ- 
ation to technophobia or lack of technical 
knowledge. 

I have found most women in the work- 
place, at all levels, to be capable. I can only 
believe that sometimes self-image problems 
prevent women from taking advantage of 
current computer technology. 

ROGER P. DAVIS 
Pearland, Texas 


For five years now, I’ve been listening to all 
the reasons that women don’t compute, in- 
cluding the opinions expressed in HOME- 
OFFICE COMPUTING’s April cover story, 
and for five years, I’ve had the same re- 
sponse. Nonsense. 

I think if statistics were compiled on the 
number of small businesses that are run by 
women and the number of those women 
who use computers, the figures would be 
quite high. 

As an independent contractor and techni- 
cal writer for government agencies, I’ve en- 
/ countered many, many women who are 
more than competent on a PC. Most of the 
clients of my consulting business are women 
who own small businesses and are able to 
manipulate computers to better serve their 
needs. 

Women are no more afraid of using com- 
puters than men are. They are simply less 
afraid of admitting it. PATRICIA SELK 

THE COMPUTER COUNSELOR 
Garrisonville, Virginia 
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CES REPORT: HOT EQUIPMENT FOR YOUR HOME OFFICE 


Systems for 
Under $2,500 


60 Hardware 
and Software 
Reviews 


Designing a 
Home Office 


Softwa 
Rating the 


Newest Lotus 
1-2-3s 


Speech-Writing 
Secrets from 
APro 


BAG BREAKDOWN 

The environmental piece in April’s Up Front 
section (‘‘Twenty Ways You Can Better the 
Environment,’’ page 10) had several very 
good ideas for home-based workers who are 
interested in doing what they can to protect 
the environment. 

However, suggestion 18, ‘‘Line your gar- 
bage cans with degradable plastic bags,” is 
based on a misunderstanding. The truth 
about these so-called degradable bags, and 
other products like them, is that in real- 
world use they are not environmentally 
safe. The materials do break down, but only 
in the presence of sun and water—which are 
hard to find in your average landfill. When 
the bags do break down, they release toxic 
compounds into groundwater. 

Degradable bags are an idea whose time 
has come; it’s just too bad the bags haven’t. 

MARY VAN SLOOTEN 
VAN SLOOTEN TREE FARMS 
West Olive, Michigan 


AMNESTY: NO ANSWER? 
I read the piece on software piracy in April’s 
Up Front and just had to comment (‘‘Soft- 
ware Pirates Can Come Clean, No Questions 
Asked,’’ page 14). I am a San Diego-based 
computer consultant who writes and recom- 
mends software on a daily basis. I constantly 
try to instill in all of my clients a sense of 
respect for software rights, and I am contin- 
ually complaining about software piracy. 
What kind of message is XTree sending 
with its current amnesty program? That 
crime does pay? We used to recommend that 
company’s software to our clients but ceased 
to do so when they announced the plan. My 
clients and I paid full price for XTree prod- 
ucts in the past. If we’d only stolen them we 
could have gotten them for a song—all with 
the blessings of the software publisher. 
While XTree may have needed to generate 


some revenue from an otherwise untappable 
source, it did a disservice to those of us 
trying to spread the word about not pirating 
software. 

I know I’m in the minority on this. Hey, 
I’ve worked at sites where all the software, 
from word processors to LAN management 
programs, was bootlegged—provided by the 
previous ‘‘consultant’’ for a small installa- 
tion fee. 

I always ask for the original disks and 
manuals before I work with any software. If 
my clients can’t come up with that material, 
or if the disks and manuals are stored off- 
site, I have them fill out a form stating that 
they own the software. If they don’t sign it, I 
don’t work for them. Yes, I’ve lost some 
jobs because of this practice, but I’ve also 
learned that people operating businesses with 
illegal copies of software just don’t under- 
stand the seriousness of what they are doing. 
And, once I explain the situation, most peo- 
ple do want to become legal. 

Companies that offer piracy amnesty seem 
to be saying, if you can’t beat ’em, at least 
get a few bucks from ’em. Maybe if these 
companies charged the pirates to upgrade to 
the current version of their product and then 
upgraded the legal users for free, it would be 
a little more fair. As for now, though, I won’t 
be recommending the products of any soft- 
ware vendor that offers amnesty. 

DAVE BENNETT 
El Cajon, California 


CORRECTIONS/UPDATES 

In Software Quick Takes in the April issue 
(page 76), we reviewed version 1.1 of the 
SoftBreeze file-management system. The 
version reviewed is no longer available. The 
latest version of the software (3.0) includes 
several new features. 

In the Software Reviews section of the 
April issue, we incorrectly reported the price 
of Complete Calendar from Stevenson Soft- 
ware (‘‘Keep Details in Check,’’ page 75). 
The correct prices for the program are $40 
for the standard package and $80 for the 
RAM-resident version. 

The photograph on page 41 in May’s cover 
story, ‘“‘Surviving Hard Times,’’ was credit- 
ed incorrectly. The photographer was Joseph. 
Berger. 


HOME-OFFICE COMPUTING looks forward 
to letters from all readers. Please direct 
correspondence to Letters to the Editor, 
HOME-OFFICE COMPUTING, 730 Broad- 
way, New York, NY 10003. Include name, 
address, and telephone number. Letters be- 
come the property of HOME-OFFICE COM- 
PUTING and. may be edited for length and 
clarity. W 


THERE ARE OVER 60 BRANDS OF FAX. 
BUT ONLY SHARP HAS BEEN NUMBER ONE 
FOR THE PAST THREE YEARS. 


— 


©1990 Sharp Electronics Corporation 


Sharp has led the fax revolution from the start. It’s this commitment to quality that’s made Sharp 
And we're still leading the way. America’s number one brand since 1987. 
With technology that sets the industry standards To learn more about Sharp’s 23 best-selling models, 
for performance, reliability and value. from machines for the home office, to sophisticated 
systems for major corporations, to our affordable new 


plain paper laser fax, call 1-800-BE-SHARP. 


SHARP. 


FROM SHARP MINDS 
COME SHARP PRODUCTS™ 
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Home Banking Tries, Tries Again 


Banks are having a second go at one of the 
failures of the 1980s: home banking. Chem- 
ical Banking Corporation, together with 
AT&T, invested $70 million in its Pronto 
home-banking system, which included an 
optional terminal priced under $50. Chemi- 
cal pulled the plug on the service in January 
1989 after six years of operation. Too few 
of its customers got excited enough about 
being able to electronically transfer money, 
pay bills, or receive up-to-the-minute bank 
statements to purchase the low-cost termi- 
nals the bank was offering. 

Although pioneers Citibank and Bank of 
America are hanging in there, banks are 
drastically changing strategies to make 
home banking fly this time around. 

Citibank is trying a radical approach in an 
effort to reach the vast majority of potential 
customers who do not yet own a computer. 
The bank will disguise the computer in a 
telephone. The Enhanced Telephone—tre- 
ferred to as ET—adds a liquid-crystal dis- 
play panel and an alphanumeric keypad to 
the basic push-button telephone design. 
Through a menu-driven system, users can 
transfer funds, get statements, stop checks, 
pay an unlimited number of bills without 


If you have business partners who live in 
neighboring states, or if you are considering 
expanding into a nearby state, be sure to 
find out about the legal requirements for 
registering and incorporating the business. 
If you want customers to be able to con- 
tact each partner individually, for example, 
each office would be considered a sales of- 
fice. You have to incorporate in one state 
and register your locations in the others as 
‘‘foreign corporations.’’ If any of your ac- 
tivities involve sales tax, you also have to 
register with the appropriate tax agency. 
Filling out a form and paying a fee are a 
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having to lick a single stamp, and contact 
customer service through electronic mail. 


The Enhanced Telephone from Citibank 
disguises a home-banking computer in an 
ordinary telephone. 


The system, which will cost $50 for installa- 
tion and $10 monthly, should be available 
by the end of the year. 


lot easier—and cheaper—than running afoul 
of state business regulations. You could face 
steep fines if you don’t comply. 

Since corporate registration is under the 
jurisdiction of the, secretary of state, check 
the blue pages in the phone directory, call to 
find out the fees and procedures for register- 
ing your company and its name (registering 
corporate names is very important), and ask 
for an official copy of the registration. Just 
to be sure, check requirements with county 
and township officials as well; they may 
also require you to register the business. 

—CHARLES H. GAJEWAY 


YOU'VE GOT THAT CANDY STORE LOOK ON YOURFACE, ED; 


Other banks are trying a different ap- 
proach. Fourteen, including such heavy- 
weights as Manufacturers Hanover Trust, 
Banc One, and Wells Fargo, have teamed 
up with Prodigy, an on-line service that has 
attracted 350,000 members nationwide with 
its broad range of services. Home banking 
through Prodigy costs consumers between 
$3.95 and $10 (depending on the bank they 
choose) in addition to Prodigy’s $9.95 
monthly subscription fee. 

Not all banks are convinced that home 
banking can be profitable, however. The 
widespread availability of ATMs and cus- 
tomer-service telephone systems have taken 
the wind out of home banking, a Chemical 
Bank spokesman said. The bank now refers 
Chemical customers interested in paying 
their bills electronically to CheckFree Corpo- 
ration, an independent service available to 
both IBM PC and Mac users. 

—JIRI WEISS 


RESOURCES 
Citibank (800) 248-4636 
CheckFree Corp. (800) 882-5280 or (614) 898- 
6000 


ILLUSTRATION BY MONA MARK 


Prodigy (800) PRODIGY 
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NX-1000 II 


NX-1000 oRainbow LaserPrinter 8 II 


BD. ashes te maning more than printers: Were inaking history > 


~ eet 


. Five million Stars and counting. 


The five millionth Star is born — 


, rocketing Star into the record books 


as the second-largest manufacturer 
of impact printers worldwide. 

It’s an achievement that cele- 
brates Star’s continuing leadership 
in computer printers. 

And honors Star users for 19 
years of choosing the computer 
printer offering the strongest price/ 
performance. 

But we're not resting on our 
accomplishments. We’re growing 
at an extraordinary rate, bringing 
outstanding printers to value- 
conscious users around the coun- 
try and around the world. 

Today, with a full line of 12 
advanced computer printers from 
impact dot matrix to laser, Star is 
ready as never before to help your 
work look its brightest. 


Let's make more history together. 


Call 1-800-447-4700 to learn how. 


SUG) ad 


SCO Ss) THE COMPUTER PRINTER 


XR-1000 NX-2410 


CIRCLE READER SERVICE 52 


XB-2410 


For the second time this year, the U.S. Tax 
Court has issued an opinion that will influ- 
ence home-based businesses nationwide. 

Earlier the court had ruled that to be de- 
ductible, a home office need not be the 
‘‘focal point,’’ or principal place of busi- 
ness. For example, a surgeon who adminis- 
tered his practice from home but operated in 
hospitals could take a home-office deduc- 
tion, ruled the court, even though all sur- 
gery was performed outside the home. 

That victory for home-based entrepre- 
neurs has now been offset by a new ruling 
involving Alfred W. Hamacher, who in 
1983 and 1984 was an Atlanta actor and 
theater administrator. As an actor, Ha- 
macher maintained a home office. As an 
administrator, Hamacher used his home of- 


Tax Court Disallows 
Home-Office Deduction 


fice in addition to an office provided by his 
employer. The court ruled that Hamacher 
couldn’t deduct home-office expenses for 
either business use. 

The tax court had no problem with Ha- 
macher running two businesses from a sin- 
gle home office, noting that ‘“‘expenses at- 
tributable to the use of a home office in 
conducting two or more separate business 
activities may be deductible.”’ 


The catch, said the tax court, is that 


‘each and every” business activity must 
meet the usual standards required to obtain a 
home-office deduction. A home office can 
be deductible only when it is the taxpayer’s 
principal place of business and is used ex- 
clusively and regularly in a business or 
trade. Employees may obtain a residential- 


office deduction only when they meet the 
tests for exclusivity and regularity and a 
home office is required for an employer’s 
convenience. 

The exclusive-use requirement is an ‘“all- 
or-nothing’’ standard, said the tax court, so 
that if one business qualifies for a home- 
office deduction but another does not, a 
residential office is not deductible. In the 
Hamacher case, the court ruled that since a 
home office was not required for the conve- 
nience of his employer—the theater where 
he worked as an administrator—the test for 
exclusivity was not met and no deduction 
could be allowed. Had Hamacher declared 
the home-office deduction for the acting 
business only, he probably would have been 
better off. —PETER G. MILLER 


Beyond the 
Travel Agent 


When planning your next business trip, you 
might want to consider one of the travel- 
agent alternatives offered by such organiza- 
tions as American Express. The free ser- 
vices can save you time, money, and hassle. 

Envoy, the American Express travel ser- 
vice, is available to Gold Card holders 24 
hours a day, seven days a week, via a toll- 
free call ({800] ENVOY24)—particularly 
useful when you need service while on the 
road. Benefits include free collision insur- 
ance on rental cars, free flight insurance, 
discount coupons, and free ticket delivery. 

All air, hotel, rental car, train, and other 
reservations must be billed to your Ameri- 
can Express Gold Card, but there are no 
added costs, not even for next-day Federal 
Express delivery of plane tickets. Represen- 
tatives are friendly, competent, and ex- 
tremely patient. 

Other organizations offering similar travel 
services include the American Automobile 
Association, Citibank, and the National As- 
sociation for the Self Employed (NASE). 
NASE’s in-house Travel$ave program of- 
fers a rebate of approximately 5 percent on 
flights—but telephone service is available 
only 12 hours a day. 

By the way, you’ll likely find better prices 
and get more reliable reservations if you call 
car-rental companies directly. 

—DANIEL P. DERN 
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nAPoLEDN HIL 


Setting and meeting goals are the key lessons in 
Think and Grow Rich by Napoleon Hill. 


Many people are skeptical about the value 
of self-help business books. They may not 
work for everyone, but they certainly work 
for some people. A self-made real estate 
developer who worried about paying a $200 
debt 10 years ago is worth about $6 million 
today because of a self-help book. 

Greg B. Randle, owner and president of 
home-based Monex Land Development in 
Los Angeles, California, lives in a million- 
dollar house he paid for in one year and 
drives a Mercedes Benz 560 that he owns 
free and clear. 

But it wasn’t always this way. Twelve 
years ago his wife, Debbie, worked full- 
time as a nurse while Greg sold life insur- 
ance. When they had their first child, their 
bills quickly mounted, and buying a washer 
and dryer became their biggest goal. 


Then Greg’s boss and mentor, life insur- 
ance salesman Bob Larsen, introduced him 
to the book Think and Grow Rich by Napo- 
leon Hill. ‘“‘The book teaches you to set 
goals,’’ says Randle. 

Following the book’s advice, Randle fo- 
cused on a few goals at a time, writing them 
down and telling people about. them. He 
pulls out a poignant memento: the index 
card on which he listed his first goals— 
paying off the $200 debt and buying that 
washer and dryer. Randle had the card lami- 
nated long ago, and he keeps it as a remind- 
er of how far he’s come. 

After reading Think and Grow Rich, he 
continued selling life insurance and began 
buying fixer-uppers in downtown Long 
Beach, which was then in the early stages of 
redevelopment. An ex-marine exhilarated 
by physical labor, he razed or refurbished 
and rented those early junkers, all the time 
focusing on the big goal he had set. Randle 
was going to become a real estate developer 
and a millionaire. 

Today he is both. ‘‘I owe it all to the 
book,’’ he says, ‘‘and Bob Larsen.’’ And to 
his own determination, one might add. 

Randle is building a $10 million condo- 
minium complex this year and is working 
diligently toward attaining his next goal, 
‘50 at 50.” The 40-year-old intends to be 
worth $50 million by the time he’s 50. 

Think and Grow Rich, which sells for $7, 
is published by Wilshire Book Company, 
12015 Sherman Rd., N. Hollywood, Califor- 
nia 91605; (818) 765-8579. 

—RONNIE GUNNERSON 


Italian masters have always realized that innovative 
details are destined to rise above the commonplace. 
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Il Duomo. The dome 
of Florence Cathedral 
Through innovative details 
in design and construction, 
Filippo Brunelleschi created 
what, in the 15th century, 
was the highest dome ever 
built. A masterwork of 
harmony and simplicity, 

Il Duomo marked a new 
standard of architecture. 


The PCS 286, PCS 386SX, telligent hard drive interface. Serial, meticulously stringent criteria. 


M290S, and M386SX. New heights parallel, and PS/2® So look closely at the details 
of performance from one of the mouse ports. And before choosing your PC for home or 
world’s largest makers of per- all are built onto business. Because no one should have 
sonal computers. B svete ] the motherboard, to settle for a computer that’s merely 
Innovation. freeing up the commonplace. For the Olivetti dealer 
At Olivetti, we three expansion nearest you, call 1-800-447-4700. 

EO achieve it through Our ingenious se slots so your capa- 

eee to use your Olivetti PCa ae can eee 

etail. Consider, with your needs. 

for example, the Then, examine our ingenious 


Our incredibly small foot- . . ; - ; 
printgivesyoranencem, details of our new interactive tutorial. So clear and sim- 


mon amount of desk space. MS-DOS® OS/2® ple, you'll be up and running in no — 
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personal computers. time. No small detail. a 
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Notice what we've [MODEL] cru [Miiz[Dik Drivel 
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A 16-bit VGA con- POS sossesx| 16 | 312" 


= = 
386SX chips to disk drive to olivetti 
troller. 1 MB RAM. In- 


monitor — meets Ollivetti’s The details create the difference. 


MS-DOS? is a registered trademark of Microsoft Corp. PS/2® and OS/2® are registered trademarks of IBM. You can write us at Olivetti Office USA, 765 U.S. Highway 202, Somerville, NJ 08876-1289. 
© 1990 Olivetti Office USA 
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A Cassette 
May Be the 


Ultimate 
Brochure 


What would it be worth to you to sit with a 
sales prospect for 20 minutes on his or her 
way into work? How about $1.50? That’s 
about what it costs to create the ultimate 
brochure—an audiocassette you can mail to 
your qualified prospects. 

Imagine—no ringing telephone, no secre- 
tary to interrupt. Just you and the prospect. 

What can a cassette do that a brochure 
cannot? It can capture your voice and enthu- 
siasm for your product or service. Prospects 
can hear your clients telling how satisfied 
they are. It can’t be skimmed as easily as a 
written brochure. And it’s economical even 
when you order as few as 100 copies. 

A successful audio brochure offers useful 
information that makes the listener want to 
hear more. But nobody benefits if your tape 
doesn’t get past the mailroom or secretary 
screenings. Here are some tips for packag- 
ing your cassette so that it lands in your 
prospect’s tape deck: 

@ Make the title convincing (mine is ‘‘How 
to Attract More Clients Without Advertis- 
ing,” which excerpts information I provide 
on three tapes and sell for $49.50). 

@ Decide what you think the information on 
the tape is worth—say, $5 or $10—and 
print the price on the label. But send the 
cassette to your prospects for free. 

@ Do not include your printed brochure, 
because it will look like junk mail; instead, 
attach a small Post-it note with a handwrit- 
ten message and your signature so they 
might think it’s information they requested. 
@ Mail it first class. 

If you don’t think you’re talented enough 
in the voice department, hire a news an- 
nouncer or radio personality from your local 
station. For recording a 20-minute tape, you 
might pay $25 to $50—a lot less than for 
typesetting a brochure! 

Two recommended sources: JLJ Produc- 
tions, Inc. ({800] AUDIO PRO or [914] 
769-0369), and Lee Bergman ([800] 955- 
5909 or [203] 481-7319). Duplication is in- 
expensive—about 85¢ apiece, labeled and 
boxed. Have a longer message? A one-hour 
tape is about 90¢. Recommended: National 
Cassette Services, Inc. ({703] 635-4181 or 
[800] 541-0551). 

—PETE SILVER 
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Hot Products for the Lowest Prices 


Where do you shop when you want the best 
prices on products for your home office? 
Specialty consumer-electronics stores may 
be the most likely choice, but these days 
products like fax machines and personal 
copiers are showing up for less in more 


PRODUCT 


LIST PRICE 


traditional retail outlets. Personal Technol- 
ogy Research, a New Jersey research firm, 
sent people out into the field to survey 
prices of some of the hottest home-office 
products across the country. Here are some 
of the best deals they came up with. —K.K. 


WHERE THE BARGAINS ARE 


PORTABLE COMPUTERS 


Toshiba T1600 
(40MB hard drive) 


$4,999 


$3,000 at Price Club 
Edison, New Jersey 


FAX MACHINES 


Canon FaxPhone 20 
Ricoh RF920 
Toshiba 3700 
Murata M1850 


Panafax UF-250 


$1,495 


$2,295 


$1,595 


$1,499 


$2,295 


$599 at Best Products 
Dallas 


$1,089 at HQ Office Supplies 
Los Angeles 


$899 at Workplace 
St. Petersburg, Florida 


$800 at BJ’s Wholesale Club 
East Rutherford, New Jersey 


$1,300 at Office Club 
Los Angeles 


PRINTERS 


Panasonic KX-P1124 


Epson T750 


$499 


$600 


$279 at Highland Superstores 
Dallas 


$299 at CostCo Club 
Los Angeles 


PERSONAL COPIERS 


Canon PC-7 


Canon PC-6RE 


Sharp Z-75 


Sharp Z-55 


$2,095 


$1,695 


$1,699 


$1,299 


$949 at Bizmart 
Dallas 


$878 at Office Depot 
St. Petersburg, Florida 


$749 at Office Club 
Los Angeles 


$649 at Staples, Boston 


PERSONAL ORGANIZERS 


Sharp Wizard 02-7000 


Casio SF-8000 B.0.S.S. 


Panasonic KX-T3880 
Two-line cordless 


Panasonic KX-T2322 
One-line 


ATT 622 
Two-line speakerphone 


ATT 210 
One-line 


Phonemate 5050 


Panasonic KX-T1740 


$199 at Pace Membership 
Warehouse, Los Angeles 


$249 at Macy’s 
New York 


$140 at Office Club 
Los Angeles 


$39 at Trader Horn 
Paramus, New Jersey 


$69 at Price Club 
Los Angeles 


$29 at Ames 
Boston 


$58 at Venture Stores 
Chicago 


$129 at Service Merchandise 
Paramus, New Jersey 
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“Quicken’s reports tell me where my money goes and how much I have. 

Now I’m in control” 
“T was making more money. But I wasn't It’s easy. 
worrying any less. Until I invested $59.95 
in a copy of Quicken. Now | always know 
exactly where my money went. Exactly 
how much I have. And exactly what I can 
afford. I never wake up wondering if a big 
purchase was a big mistake. 

The uncertainty is gone. I’ve never felt 

so organized about money. 


I’m in control now. 

Where did my money go? As I pay my 
bills, Quicken automatically notes each type 
of expense—utilities, clothing, charity, 
whatever. Then a simple keystroke gives 
me a report showing how much I spent 
in every expense category each month. 

How am I doing? Another keystroke 
shows my budget vs. actual. Credit appli- 
cation? In seconds I've got a financial 
statement showing income, expenses, and 
net worth. Tax time? No sweat. Quicken 
provides one report with all my itemized 


It’s a powerful 

business tool. 
Quicken can help 

control your business 


- 


finances, too. It produces | 


deductions. P&L statements and | 
balance sheets. Forecasts 
It’s fast. cash flow. Tracks A/R, 


Time to pay bills? Quicken has “memo- 
rized” all my regular payments. I just 
confirm the amounts and Quicken prints 
checks for me to sign. I still use my 
regular checkbook when it’s more 
convenient. Or I can pay my bills 
electronically through the CheckFree 


payment service. 


| 
A/P, payroll, jobs, clients, | 
properties, and more. | 


$5995 


SPECIFICATIONS 

IBM: All IBM PC, XT, AT, PS/2, and compatibles with 320K RAM 
and DOS 2.0 or higher. Mac: All with 512K RAM. Both versions 
work with all monitors and printers. Feature sets vary. Balance 
Sheet report not available for Mac. CheckFree not available for 
Mac, or outside the U.S. Unlimited FREE technical support. 

Not copy-protected. 


I just pulled out the Quick Start Card 
and typed “install.” That simple. I was up 
and running in 6 minutes. The screen even 
looks like my checkbook. There is nothing 
new to learn. No complicated instructions. 
I just might read the rest of the manual to 
see what more Quicken can do. 


“If you have to 
worry about money, 
you might as well 


Try Quicken for 30 days at no risk. 
Are you making more money and 

enjoying it less? Order Quicken now. You'll 

quickly see why it’s the best selling financial 

software in the world. But if you’re not 

satisfied for any reason, return it for a full 

refund. No questions asked? 


“ Quicken is ... so easy to use that you may forget you're 
working on a computer.” 


+ RICHARD O. MANN, PC TODAY 


“For fast checkbook management and tax related accounting, 
Quicken's intuitive, key-stroke-saving approach is a home 
business's salvation!” 


+ RALPH SOUCI, PC Worki 


Send in the coupon, or call 


1-800-624-8742 


24 hours a day, 7 days a week 
U.S. and Canada 


Best of 1989 


Bill Howard 
9-26-89 


LJ YES, I'm ready to take control of my finances. Send me Quicken 
for only $59.95. If I’m not completely satisfied, I can return it within 30 days 
for a full refund. Free shipping by air within the U.S. CA residents add sales tax. 
For coupon orders, allow 10 working days for delivery in U.S., slightly longer 

in Canada. International shipping extra. 


Name 

iN G )i%) 43, ex ae ol IE ENGR 5 OF Sava meted Geant. tens erat eS So 
City State Zip 

Daytime Phone ( ) 

IBM: 01514"disk O 3!" disk 
Preferred Payment Method (check one): 
O Check enclosed (no purchase orders or C.O.D., please) 


OR OO MACINTOSH 


OVISA OMasterCard [O American Express 

Card No. Exp. Date 
Signature X 

Mail to: 

no 

“Intuit Or Call: 

P.O. Box 3014 1-800-624-8742 


Menlo Park, CA 94026 U.S. and Canada > FCO7P 


PRODUCT PREVIEWS 


The Quickest 
Mac Yet 


The Mac IIfx runs rings around the Mac IIci. 


Amid flashing lights and artificial smoke, 
Apple Computer unveiled the Ferrari of Mac- 
intoshes, the Mac IIfx, at a March press 
conference. This ‘“wickedly fast Mac,’’ as 
product manager Frank Casanova calls it, 
runs many applications twice as fast as Ap- 
ple’s former top-of-the-line model, the Hci, 
and up to four times as fast as the original 
Mac II. 

The improvement in speed was apparent as 
Casanova put the new computer through its 
paces alongside a Mac Ilci. In each of the 
demonstrated applications—three-dimen- 
sional charts from spreadsheet data and pho- 
tographic-quality graphics images—the 
newer model easily outpaced the older one. 

Like fast cars, fast computers are built 
around fast engines. Under the hood of the 
Mac IIfx are Motorola’s 68030 microproces- 
sor and 68882 math coprocessor, both run- 
ning at 40 MHz. An extremely fast memory 
cache acts as the system supercharger. Apple 
has also endowed this model with more ex- 
pansion capability than its predecessors—it 
comes with six available slots. 

With a price tag of $8,969 for the basic 
unit (without monitor, video card, or hard- 
disk drive), the Mac IIfx is probably not the 
computer for most of us, but Apple believes 
that engineers, designers, and artists who 
work with high-resolution color images will 
welcome its speed. Owners of earlier Mac II 
models can get Mac IIfx power by purchas- 
ing a $2,999 Logic Board Upgrade Kit. 

— JIRI WEISS 


About Product Previews: In this monthly 
department, you’ll read about the latest 
hardware and software for the home of- 
fice. While not complete reviews, men- 
tions in Product Previews are based solely 
on editors’ evaluations rather than manu- 
facturers’ press releases. Many of the 
products that appear here will be re- 
viewed fully in later issues. 
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A leading market-research firm, Dataquest, 
predicts that this year SX-based computers 
will outsell those based on any other Intel 
microprocessor, including the popular 
80286. Those of you who have been eyeing 
16-MHz 386SX computers may be interest- 
ed to learn that a faster, 20-MHz model is 
now available. 

Dell Computer’s new 320LX is the first 
20-MHz 386SX system to hit the streets. 
The price for a basic system with mono- 
chrome VGA display, 40MB hard-disk 
drive, and IMB of RAM is $2,899, about 
$300 more than Dell’s highest-priced 16- 
MHz 386SX model. 

The appearance of 20-MHz 386SX sys- 
tems creates one more price-performance 
niche in the spectrum of IBM-PC compati- 
ble computers. If you’re looking for a cost- 


Even where there’s no will, there’s a way. 
Home Lawyer (MECA Ventures, Inc.; 
$119) helps you create a number of common 
legal documents with your computer. 
Whether you need an employment agree- 
ment, a bill of sale, or a complaint letter for 
a defective product, this program creates 
documents by guiding you through a simple 
question-and-answer process, skipping legal 
jargon in favor of clear English. 


The Radius Pivot monitor lets you view your 
work horizontally and vertically. 


Just when you thought that no significant 
innovations in monitors were possible, Ra- 
dius Inc. comes along and bursts your bub- 
ble. The company has engineered its new 
full-page monitor for the Macintosh SE/30 


Faster 386S.X Hits the Streets 


Lawyer in a Box 


Round and Round It Goes 


anas 


Dell s 320LX is the first 20-MHz 386SX system 
to enter the marketplace. 


effective alternative to a full-powered 386- 
based system, consider the 320LX—it 
might be just what you need. 

—STEVEN C. M. CHEN 


Although developed by lawyers, this 
package can’t, of course, handle all your 
legal needs. It’s designed for those times 
when the cost of consulting a lawyer doesn’t 
seem justified yet you still want some legal 
protection. And Home Lawyer does advise 
you to consult an attorney when appropri- 
ate. Available for IBM PCs and compatibles 
with at least 256K of RAM. 

—KAREN KANE 


and Macintosh II family so that it can be 
used both horizontally and vertically. 

The Radius Pivot will be a boon to all 
those frustrated computer users who feel as 
if they spend half their working lives scroll- 
ing the screen back and forth to reach the far 
corners of their large spreadsheets or two- 
page desktop-publishing layouts. To switch 
the Pivot from a vertical to a horizontal 
view (or vice versa), you simply rotate the 
monitor on its special stand (no lifting, un- 
plugging, or other disruption is required). 
Once you’ve done this, the screen blanks for 
a few seconds and voilà! Your document 
appears in the new orientation. 

At $1,690, the Pivot costs $200 more 
than Radius’s popular Full Page display, but 
the Pivot has higher resolution than standard 
Macintosh screens. The Pivot displays 4 
levels of gray and can be upgraded to 16 
levels for those who work with photographic 
images. —JIRI WEISS 


“So, this punk comes up to me and says, 
‘Is there anything you won't do for a buck?” 
And| say, ‘Sure. | won't plug in my PC 
without a Proxima product to protect it.” 


bh 


“I may be crazy, but mot stupid.” 


“When people tell me | take foolish They had no idea they were at risk. : 1 
risks, | say to them: ‘At least | assess the “Or maybe they just thought it would /" 
risks, and | always take steps to protect never happen to them. Yet studies hea SCN Du 
myself. Do you?’ indicate that every AC outlet in America He; | i 
“Take many microcomputer users. has a 97% probability of incurring at least A 
They're cool and calm, just cruising along one system-damaging event each year. ; 
until - wham! - they've crashed. Lost all “Whether it’s a Proxima® ProLine” Bhen 
their data, maybe even burned out a Surge Suppressor that clamps down on ee 


motherboard. Yet they sit there, stunned. incoming surges and spikes - or a Power 
Director® that protects against power 
problems and acts as a power control 
center - your micro needs ultra-reliable 
protection against the 101 power 
problems that threaten it. 


Want to hear more about how to save the life of your 
computer? Just write, and I'll send you, free, “Five 
Ways to Stop Being a Computer Daredevil.” Or call 
800/582-2580 (800/582-0852 in CA). 


“So check out the entire range of nae 
innovative Proxima Power Protection Address 
Products. And ask about the Proxima K 
Lifetime Equipment Protection Policy. | “” 
With the purchase of a ProLine 20 or 30, State Zip 


or a Power Director, It guarantees the Return to: Computer Accessories Corp., 6610 Nancy Ridge 


Dr., San Diego, CA 92121 619/457-5500. 


Whether you're operating a home computer or a tech- aio hard f 
nical workstation, there's a state-of-the-art Proxima survival Of your naraware trom a power 


ProLine to match your needs. problem - for life.” pay ilps EEES O A R 4 


by Computer Accessories Corporation 


Power Director and Proxima are registered trademarks, and ProLine is a trademark, of Computer Accessories Corp. 
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o a 
Targeting Small Business 


» If you’ve never attended 
| a local users’ group, I 
highly recommend it. 
It’s a terrific place to 
meet people who are ea- 
ger to share business 
and technical advice. At 
meetings, special-inter- 
est groups discuss the business applications 
of WordPerfect, demonstrate new software, 
and swap solutions to problems, for exam- 
ple. Some groups publish newsletters filled 
with tips or offer free classes on such topics 
as setting up your inventory on a database. 
In larger user groups, you may even win 
free software or have the chance to buy 
discounted products. 

How do you locate user’s groups? Check 
the listings in Computer Shopper magazine 
for a group in your area. 


Q. | operate a part-time computer-service 
business that specializes in preventative 
maintenance, memory and hard-disk up- 
grades, and DOS training. My target market is 
small home-based businesses, but I’m having 
trouble finding a quality mailing list of home- 
based businesses in central New Jersey. 
DOMINIC J. SCAGLIONE 
Piscataway, New Jersey 


A. You, and many other people, are trying to 
target the home-based entrepreneur, but 
there is still no complete list of home-based 
businesses. 

The National Association for the Cottage 
Industry (P.O. Box 14850, Chicago, IL 
60614; [312] 472-8116) has a list that in- 
cludes more than 36,000 names (about 
1,000 of which are home-based businesses in 
New Jersey). It sells one-time rights to their 
list at a minimum rate of $350 per 5,000 
names. The names are supplied on pressure- 
sensitive labels organized by zip code. 

HOME-OFFICE COMPUTING rents its list 
through American List Council at (201) 
874-4300. There’s a minimum charge of 
$85 per 5,000 and an extra charge of $5 per 
1,000 to select names in a specific zip code 
or demographic range. 

You should also check your newspaper 
and call your chamber of commerce to see if 


JOANNE PRATT, of Dallas, Texas, is a 
nationally known researcher, consultant, and 
speaker on the subject of home business. 
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there are any local groups with lists you 
might use. In any case, before ordering la- 
bels, call the supplier to discuss your needs. 


Q. | am interested in starting a home-based 
business developing custom software using 
dBase Ill Plus, Clipper, and Lotus. My target 
clients are small businesses. Can you tell me 
where I can find the information that will help 
me get this idea off the ground? 
LENWOOD W. HARRIS, JR. 
Mount Holly, New Jersey 


A. Assuming that you’ve written a business 
plan, thoroughly researched the market, and 
recognized a need for this service in your 
area, the next step is to attract clients. One 
of the best ways to establish your credibility 
and let people know that you are in business 
is to join professional associations and to 
network (that is, tell everyone you know 
about your new business). On-line bulletin 
boards, such as Your Own Business, on 
Prodigy, and the Working from Home Fo- 
rum, on CompuServe, can put you in touch 
with other business people willing to offer 
advice and encouragement. 

Also consider contacting Ashton-Tate, 
the manufacturer of dBase products and 
publisher of the Ashton-Tate Developer 
Registry. Members of the Developer Regis- 
try Program receive technical support, eval- 
uation copies of software, and a newsletter. 
To be listed, call Charene Luke at (213) 
538-6061 for an application. To qualify as a 
developer, you must charge a fee for your 
services and provide three references who 
will vouch for your work. 


Q. I’m near to retirement after 40 years in 
better-women’s-wear retailing. | am also an 
amateur color-portrait and pictorial photog- 
rapher. | have my own darkroom and plan to 
purchase a 286-based computer. Could you 
suggest any businesses that | might 
consider? 
RAYMOND CHESLOFF 
West Caldwell, New Jersey 


A. Too bad you’re not in Dallas. I would be 
your first customer for my business portrait 
styled with your wardrobe advice. 

Many business people need photographs 
for publicity. Your fashion expertise might 
set you apart from other photographers if 
you market your ability to help clients select 


appropriate business outfits. 

An added twist to this business could be 
wardrobe consulting. Your specialty could 
be to help clients mix separates and accesso- 
ries to achieve total looks, photograph them 
in these outfits, and put together a book for 
them to use as a visual wardrobe-styling 
record. (You will need to take along an 
assistant if you do wardrobe consulting for 
clients in their homes.) 

Ask your present employer to consider 
sponsoring your services as a joint venture. 
The store’s reputation will help you get 
business and build credibility for your fledg- 
ling venture. 


Q. One of the forms | use regularly takes 

about five hours to complete on an electric 

typewriter. Because of the form’s setup, it’s 

next to impossible to complete using a com- 
puter and printer. Can you help? 

PAT SEMRAU 

Orosi, California 


A. Someday most standard forms will be 
available on electronic media. The IRS has 
just started to allow the filing of tax returns 
on printouts (or in some cases on-line) from 
electronic forms supplied with tax-prepara- 
tion software. Meanwhile, it’s a chore to 
complete business forms in a neat and pro- 
fessional manner. 

Sometimes, instead of filling out the form 
provided, I print all of the requested infor- 
mation on separate sheets of paper and sim- 
ply number and reference them on the form. 
But a better solution is to redesign or repro- 
duce the form using a program like Form- 
Worx with Fill & File ($149) by FormWorx 
Corporation, Reservoir Place, 1601 Trapelo 
Road, Waltham, MA 02154; (617) 890- 
4499. The package, which works with IBM 
PC and compatible computers, has a Win- 
dows-like format, more than 500 standard 
forms to choose from, and tools to create and 
edit your own forms. You can also gather 
data off the forms. Other form software in- 
cludes Per:Form ($295), from Delrina Tech- 
nology ({716] 855-3676), FormFiller 
($149), from Bloc Technology ({305] 445- 
0903), and SmartForm ($399), from Claris 
([408] 727-9054). These programs include 
standard forms, such as government and in- 
surance forms, invoices, tax forms, and ship- 
ping airbills, in addition to features for de- 
signing your own forms. W 
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Microsoft Windows/286 


You may have received Microsoft 
Windows with your hardware. If 
you did, you can save $99 with this 


are on red tr raden ome d M; aking it all make sense and Windows are 


If you are using Microsoft? 
Windows; the best thing about 
this offer, besides the special up- 
grade price, is that you'll now 
have access to all the memory in 
your PC. Not to mention that you 
can keep using your existing 
MS-DOS’ applications, multitask 
with other Windows applications, 
and network more easily. 

All the popular Windows 
applications have already been 
updated to utilize Windows 3.0’s 
powerful capabilities. And most 
are offering low-cost or free up- 
dates. So if you have any version 
of Windows—including runtime 
Windows— give us a call. We'll 
upgrade your copy of Windows, 
help you update your applica- 
tions, and answer any questions 
you may have. 

But make sure and call for 
your $50° Windows upgrade 
before September 15, 1990. You’ll 
save $99 off the suggested retail 
price of $149. And you'll be using 
Windows 3.0. Which will make 
you look great. 

To get your Windows 
upgrade for just $50, call 
(800) 323-3577, Dept. L61. 


Making it all make sense’ 


2 trademarks of Microsoft Corporation. *Offer good only in the 50 United States. 


Answers to Readers’ Questions 


CATCH THAT SCREEN 
Q. I’m looking for a screen-capture utility for 
my PC so that | can merge graphics images 
into my WordPerfect documents. Can you 
help? 
JERROLD M. BELL 
Richardson, Texas 


A: A memory-resident screen-capture pro- 
gram called Pizazz Plus ($149), from Appli- 
cation Techniques, offers a wide range of 
tools for saving, resizing, rotating, and 
printing images. Also, you might find 
screen-capture programs on an electronic 
bulletin board. 


UPGRADING vs. REPLACING 
Q. | own a 384K Leading Edge Model M with 
two floppies. I'd like to beef up my system, 
but adding a hard-disk drive, new BIOS, more 
RAM, and so on, is expensive. I’m desperate 
for a faster computer. Am I better off buying 
a brand-new system or upgrading? 
EARLEY A. PARHAM, III 
Columbus, Ohio 


A. If speed is what you’re after, buying a 
new computer is the way to go. If you 
upgrade, you shouldn’t spend more than 25 
percent of the cost of a new and faster 
computer system. In your case, adding a 
hard-disk drive, new BIOS, additional 
RAM, and a speedup card can easily push 
you over the $1,000 mark. The discounted 
price of a brand-new 286- or 386SX-based 
computer is between $1,500 and $2,500. 
However, upgrading can make sense if you 
just want to add a 3.5-inch floppy-disk 
drive, more memory, or even a second hard- 
disk drive to get more out of your PC. 


HOME-OFFICE HUMIDITY 
Q. I’m planning to move my home office from 
a bedroom to a spacious basement. However, 
the basement is damp. I’m concerned that 
the humidity may damage my IBM PC/XT and 
laser printer. Is there anything | should do 
before | make the move down under? 
CHARLES SCALERA 
New York, New York 


A. Computer equipment is designed to oper- 
ate in a wide range of temperatures and 
humidity levels. As long as there is no con- 
densation, your system should be OK. One 


STEVEN C. M. CHEN is managing technical 
editor at HOME-OFFICE COMPUTING. 
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of the best tests is to measure your own 
comfort level. Do you feel very uncomfort- 
able in the basement? Can you spot any 
water condensation? Are the walls wet? Do 
dew drops drip from the ceiling? If you 
answer yes to any of these questions, you 
may have a problem. In extremely high hu- 
midity, water condenses inside the computer 
(or other electronic devices) and can cause 
an electrical short or even a fire. 

Here are some ways to reduce dampness: 
@ Inspect the walls for cracks and seal 
them. 
@ Keep the temperature at a comfortable 
level. 
@ Add a dehumidifier to remove excess 
moisture and circulate fresh air. 
@ Consider adding insulation. Not only will 
this keep moisture out, but it will also save 
you money on heating and cooling bills. 


1200- OR 2400-BPS MODEM? 
Q. I’m planning to purchase a modem. Is the 
higher cost 2400-bps better than a 1200-bps 
modem? How should | choose between inter- 
nal and external? 
KEVIN DAVIS 
Lovely, Kentucky 


A. The 2400-bps modems are a better buy. 
They cost about $100 more than 1200-bps 
modems, but you can recover the difference 
in just a few months of use. On-line services 
such as CompuServe and GEnie charge by 
the minute, so the less time you spend on- 
line, the more money you save. 

Choosing between an internal and exter- 
nal modem is more difficult. If you have a 
spare serial port and a free AC outlet, an 
external modem may be a better choice. 
External modems can cost up to $30 more 
than internal modems, but they are easier to 
install, and the status-indicator lights can 
help you troubleshoot communications 
problems. Internal modems eliminate the 
need for extra cables and they don’t take up 
desk space, but installation can be tricky if 
you’ve never opened up your computer or 
installed a board in an open slot. 


TANDY COMPATIBILITY 
Q. Is it true that Tandy computers work only 
with Radio Shack peripherals and software? 
JIMMY B. HOFFMAN 
Sanford, Florida 


A. No, it’s not true. Non-Tandy peripherals 
and software that are designed to work with 


MS-DOS compatibles will work with most 
Tandy PCs. However, a few programs may 
not work properly with early versions of the 
Tandy 1000 series, which have a nonstan- 
dard keyboard layout. Expansion cards for 
all Tandy 1000 models must be 10 inches or 
shorter. Full-length cards (most non-Tandy 
memory-expansion cards, for example) are 
too long, but half-length cards should work. 
(Most display cards come in half-length.) 
The Tandy 2000 line requires Tandy-specific 
expansion cards, but the Tandy 3000 line and 
higher accepts all IBM-compatible cards. 

Not all standard hard-disk drives will 
work with Tandy computers. The new gen- 
eration of Tandy PCs require drives that are 
Integrated Drive Electronics (IDE) compati- 
ble. Check the specifications of any non- 
Tandy drive to make sure it is IDE 
compatible. 


HELPFUL HINT: 
QUIETING YOUR COMPUTER’S 
POWER SUPPLY 


Have you had enough of your computer’s loud 
power supply? Is that constant humming driv- 
ing you crazy? Most of the noise comes from 
the fan inside the power supply and the rest 
from your fast-spinning hard drive. PC Power 
& Cooling’s line of Silencer fans and power 
supplies can quiet things down considerably. 


Prices start at $129. 

I didn’t have any trouble installing the new 
power supply, which took about half an hour. 
However, not everyone can install a new pow- 
er supply. If you’ve never opened up a PC 
before, you probably shouldn’t try it. 

My new power supply is not silent, but it’s a 
lot quieter than my old one. As an experiment, 
I took a few readings with a sound meter. The 
difference is about 10 decibels (or ten times as 
quiet). —S.C. 


$ WE’LL PAY FOR YOUR PROBLEMS $ 

If you need computer advice or are having 
system problems that need diagnosis, our 
technical staff will try to help you out—and 
we'll pay you $25 if we publish your letter 
in Clinic. Although we cannot answer each 
letter individually, this column will deal 
with frequently asked questions and com- 
mon problems. We reserve the right to edit 
letters for clarity and length. Please include 
your name, address, and phone number 
with all correspondence. Send your letters 
to Clinic, HOME-OFFICE COMPUTING, 730 
Broadway, New York, NY 10003. W 
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But Your Excellency, we've found a better way to put the world at your command. 
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We put you in command of a bigger world To join forces with us, call 800 848-8199. 
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Classic Writing Tips, Always 
Worth Remembering 


Here Are Nine Ways to 
Improve Your Business 
Communications 


Even if you have all the software tools you 
need to process your words, you still have 
to think about matters of style. ‘*Proper 
words in proper places make the true defini- 
tion of a style,” said Jonathan Swift, assert- 
ing a worthy principle, but neglecting to tell 
us how to know either the proper words or 
their proper places. Let’s see if we can put 
some meat on Dean Swift’s bones. 

The ‘‘meat’’ consists of a set of sugges- 
tions that, if followed, will lead to more 
successful writing. My suggestions are not 
business-writing tips, per se. Still, not only 
can they help you avoid many of the inepti- 
tudes that mark unskilled business commu- 
nications, but they will also guide you in 
paring your writing to essentials. 


TIPS 1—2: START WITH THE 
FOUNDATION—YOUR READER, YOUR 
STRUCTURE 

The two cornerstones for building a suc- 
cessful writing style are developing a sense 
of your audience and discovering the neces- 
sary structure for your documents. 

The audience—and what you’re trying to 
say to them—will dictate the level of writ- 
ing sophistication: complexity of ideas ad- 
dressed, word choice, and sentence length. 
For example, in trying to sell a spreadsheet 
program to technically minded readers, 
you’d use very different language than you 
would in selling the same package to com- 
puter novices. 

You also need a sense of structure, since 
ideas cannot be communicated well at ran- 
dom. Keeping in mind who your readers 
are, you must lead them clearly from point 
to point, while you avoid digressions. You 
want every detail that serves the purpose 
and no detail that fails to move the writing 
smartly forward. 


HENRY F. BEECHHOLD, an English professor at 
Trenton State College, is a contributing editor 
for HOME-OFFICE COMPUTING. 
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TIP 3: GET TO THE POINT! 

Consider these sentences touting a made- 
up software package: 

ZippyCalc is a leading, easy-to-use 
spreadsheet program that is designed for the 
business person who is not a math whiz. 

ZippyCalc is a leading spreadsheet pro- 
gram designed for ease of use. 

The second sentence is shorter than the 
first by 11 words, but says basically the 
same thing. If you read both sentences 
aloud, the second should sound snappier 
than the first. The effect of this kind of 
change on a single sentence may seem 
small, but “‘crisping’’ an entire document 
by eliminating useless and redundant words 
and phrases can make a big difference in 
your reader’s response. Adding words that 
don’t contribute is like throwing muck into a 
clear pool. 

Here’s another example, and then a possi- 
ble revision: 

There are an estimated five million people 
in the United States who use spreadsheet 
programs. 

About five million Americans use spread- 
sheet programs. 

Not only is the alternative sentence eight 
words shorter, it’s easier to read, which 
encourages any person to keep on reading. 

Starting a sentence with an introductory 
phrase is another way not to get to the point. 
A company might begin a letter: “‘As you 
know, XYZ Tech has acquired the rights to 


the latest version of ZippyCalc.’’ If the 
reader knows, then why say ‘‘as you 
know’’? In fact, the ‘‘as you know” is a 
poor writer’s ploy, one likely to call atten- 
tion to itself (since you may not “‘know’’), 
diverting you from the point of the letter. 


TIPS 4—5: AVOID FLUFF AS YOU ADDRESS 
YOUR READER’S NEEDS 

In the same letter, we read *‘X YZ Tech is 
very excited to offer you ZippyCalc 3.” 
Wouldn’t ‘XYZ Tech is excited to of- 
fer. . .’’ do just as well? If one is excited, 
one is excited. Specifying presumed degrees 
of excitement accomplishes little—certainly 
not here—and implies you haven’t found the 
right word. 

There are few contexts in which very adds 
anything but a bit of linguistic fluff. One 
problem with very and other modifiers such 
as so (‘‘so beautiful’) is that they breed. If 
you're used to very this and very that, what 
happens when you really need to intensify a 
word? 

More important: Do you care about the 
company’s emotional state? Wouldn’t it be 
pertinent to write, “‘You will be excited by 
how we’ve improved an already great prod- 
uct. For example, ZippyCalc 3 now 
does 477) 

Writers too often forget that the reader is 
interested in himself or herself, not in the 
person or company trying to sell something. 
‘*We are happy to inform you . . .”’ should 
always be replaced by ‘‘You will be happy 
to know...’ The you attitude is para- 
mount in any business communication. 

This extends to matters of policy. You 
will win no friends with assertions like ‘‘It 
is company policy to charge a fee for cus- 
tomer support after six months from pur- 
chase date.’’ If the policy has merit, then 
show the customer how it benefits him, 
even if it’s a basically negative issue: ‘‘We 
offer free support for six months from pur- 
chase date; after that, you can continue sup- 
port for a small fee. By keeping our operat- 
ing expenses low, we can offer high-quality 
spreadsheet software at a reasonable price.”’ 


TIP 6: WATCH WHERE YOU PLACE WORDS 
The stylist in Swift’s sense always pays 
attention to detail. Here is a sentence in 


WORD PROCESSING 


which the transposition of two words 
changes the meaning considerably: 

The end user, meanwhile, is often forced 
to ante up $300 to $400 to simply run some- 
one else’s spreadsheet application. 

The problem lies in the phrase *‘to simply 
run’’—and not because of the misperceived 
rule against splitting infinitives (sometimes 
it’s appropriate), but because of the differ- 
ence in meaning that results when the infini- 
tive is split. If the phrase is revised to read 
‘‘simply to run,” the difference in meaning 
becomes apparent: “‘simply to run’’ means 
merely to run, whereas ‘“‘to simply run’’ 
means to run something in a simple way. 

In the first sentence below, the writer has 
sedulously applied the schoolbook rule 
against splitting an infinitive, with the result 
that we can’t be certain of the meaning: 

The construction of the new bypass road 
failed completely to relieve traffic conges- 
tion around the Tech Research Center. 

The construction of the new bypass road 
failed to completely relieve traffic conges- 
tion around the Tech Research Center. 

Is the new roadway a total failure or is 
there somewhat less congestion than before? 
Sentence two communicates without ambi- 
guity. There are, of course, other ways of 
expressing the idea. You might be tempted 
to write: ‘‘The construction of the new by- 
pass road failed to relieve completely the 
traffic congestion around the Tech Research 
Center.’’ Avoid the temptation. This ver- 
sion betrays the writer’s tin ear. Read it 
aloud and you'll find that *‘completely”’ 
can’t decide whether it wants to attach itself 
to “‘relieve’’ or to ‘‘the traffic congestion.”’ 
The result is a pebble in the way of the 
smooth flow of the sentence. 


TIP 7: ATTACH ADJECTIVES TO 
APPROPRIATE NOUNS 

Carelessness with modifying phrases of- 
ten results in inadvertent humor—at the 
writer’s expense. When you laugh at the 
writer’s ineptitude, the writer has lost 
control. 

By simply installing this small program, 
your computer can double its usefulness. 

It sounds as though the computer is in- 
stalling the program itself. Revise to assure 
that the modifier and the word being modi- 
fied appear as they should: 

By simply installing this small program 
on your computer, you can double the com- 
puter’s usefulness. 

At issue in the examples above is the 
behavior of participles. A participle is a 
word made by adding ing to the plain form 
of a verb (strictly speaking, this defines a 
present participle; a past participle ends with 
ed). Since participles act like adjectives, 
they modify nouns. In each sentence above, 
the comma acts as an arrow that points to 
the noun to be modified, which follows the 


comma—cither ‘“‘your computer’’ does the 
installing or ‘‘you’’ do. 


TIP 8: BE CAREFUL WITH THE LITTLE ONES 

The little words often do us in, as in these 
five examples: 

@ XYZ Tech ONLY wants to sell you great 
software. (XYZ Tech alone wants... .) 
@ XYZ Tech wants ONLY to sell you great 
software. (XYZ Tech desperately wants the 
chance to sell... .) 

@ XYZ Tech wants to ONLY sell you great 
software. (XYZ Tech wants to do nothing 
else but:sell 2...) 

@ XYZ Tech wants to sell ONLY you great 
software. (XYZ Tech wants you as its sole 
customer for great... . ) 

@ XYZ Tech wants to sell you ONLY great 
software. (XYZ Tech wants to be purveyors 
of high-quality ... .) 

To the careful writer and reader, the five 
placements of only yield five distinct mean- 
ings—perhaps more, for meaning is slip- 
pery. Only must be made to obey the modi- 
fier rule: Get it next to the word or phrase 
you intend to modify—or eliminate it and 
recast the sentence to ensure that it ex- 
presses your meaning. (Note: The fifth ex- 
ample is probably what XYZ Tech really 
wants.) 


TIP 9: USE PLAIN ENGLISH 
WHEREVER POSSIBLE 

You must ask yourself unceasingly: Will 
my words communicate what I want to say 
to the audience I’m trying to reach? An 
audience of engineers will have a technical 
vocabulary different from that of accoun- 
tants. The use of technical terms where no 
other terms will do cannot be faulted. But 
any audience will appreciate writing free of 
gobbledygook—the verbose, ham-handed 
prose dear to the hearts of people trying to 
sound important. In fact, they invariably 
sound like fools. 

Therefore, use the fewest words required 
to make your point. Overcome the notion 
that high-flown language lends weight and 
significance to your writing. If what you’re 
saying is trivial, no amount of rhetorical 
smog will make it less so. 


BETTER WRITING WORKS BETTER 

Examples of improper words in improper 
places are legion. My best advice is to 
spend some time with the slim volume that a 
great many good writers have used as their 
guide to the craft, William Strunk and E.B. 
White’s The Elements of Style (3rd Ed., 
Macmillan). 

Hovering over the purely linguistic com- 
ponents of style—grammar, the meanings of 
words, and so on—are qualities gained only 
through experience: judgment and taste. 
They, finally, will signal the presence of 
proper words in their proper places. E 


Never buy another 
ribbon !! 


Each Macinker shipped with one adapter, with 
free bottle of ink, reservoir cover & ink dispenser 


Over 150,000 
sold since 1982 


$75.00 


Universal Macinker Shipping $5.00 


Universal Cartridge (includes one adapter) 
Universal Spool Macinker 5.00 


Re-ink any canringa (black or colored) for 
about 5 cents with the famous Maclnker. 
Average cartridge can be re-inked 60-100 


The new LightSpeed 
2400LE, MNP 


cl. 5 error 


True V.32, MNP class 5 
high speed, error free data 
communications without 
proprietary protocols. Effec- 
tive throughputs up to 19.2K 
baud 


Turn your office into a 
state of the art world 
communication center! 


panel control lights. 
Software features Back- 


All our modems come with software and cable (specify) plus 
Free subscription to Compuserve ($15.00 usage credit), 
Free one hour Dow-Jones. Free sign-up with GE (Informa- 
tion Services), Free sign-up & 30 days free usage of elec- 
tronic Official Airlines Guide. Shipping $7.50 


Order Toll Free 


800-547-3303 


Computer Friends 
14250 NW Science Pk. Dr. 
Portland Oregon 97229 


tel. (503)626-2291 
Satisfaction or 30 day return. Maj- 
fax (503)643-5379 or credit cards. Prompt shipment 
Special Offer. Say "I saw it in HOC" and get a free 
mousepad for orders >$60.00 or a free key-beeper & flash- 
light combined for orders above $100.00. 
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DESKTOP PUBLISHING 


“If I Knew Then 
What I Know Now .. .”’ 


When I was a kid and I 
got angry at myself for 
fouling something up, 
my parents’ standard 
words of comfort were 
‘“‘The important thing is 
to learn from your 
mistakes.”’ 

Now I give the same advice to my own 
kids. But I’ve also come to realize that 
there’s something even better than learning 
from your mistakes—learning from other 
people’s mistakes! After all, you still get the 
educational benefit, and you don’t suffer the 
consequences of fouling up in the first place. 

In that spirit, I’ve decided to come clean 
this month and next by describing some of 
the mistakes I made in the process of learn- 
ing desktop publishing (DTP) and by point- 
ing out ways you can do it smarter, more 
easily, and less expensively than I did. 


If I knew then what I know now, I would 
have... 

... reread my software manuals after us- 
ing DTP programs for a few months. When I 
start using a new DTP program, I want to 
build a publication as soon as possible. That 
means absorbing just enough information 
from the manuals to accomplish the job at 
hand and letting a lot of material wash over 
me in the process. 

The first things you miss in your quick 
reading of the manual, in my experience, 
are the shortcuts. It’s easy to use a mouse 
and a pull-down menu. There may be key- 
stroke combinations or program features 
that could get the job done faster, but 
they’re harder to learn and remember than 
clicking on menu items, so you learn the 
mouse techniques first. And if you never go 
back to the manual, you’ll probably never 
pick up those shortcuts. 

For example, I’ve worked with Ventura 
Publisher for several years, but only recent- 
ly started using one of its powerful, time- 
saving features. You format paragraphs in 
Ventura by assigning a style to the selected 
text. You can do this by selecting the Para- 
graph Tagging function and choosing the 


Contributing editor STEVE MORGENSTERN 
knows much more now than he used to. 
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(Part 1) 


BY STEVE MORGENSTERN 


Pitfalls you can sidestep 
by learning from my 
mistakes. 

— B 


style you want by clicking on its name in a 
scrolling list. The quick alternative, how- 
ever, is to assign frequently used styles to 
function keys. That lets you style text with a 
single keystroke—whether or not you’re in 
Paragraph Tagging mode—without moving 
the mouse all over the screen. 

So why was I using the mouse-based 
technique until just a few weeks ago? Be- 
cause that’s the way I first learned to do it. I 
remembered there was another way only 
when I thumbed through the manual. Now 
I’m saving time on every Ventura project by 
simply using the program more efficiently. 

... purchased a large-screen monitor 
sooner. There’s a danger in reviewing hard- 
ware for HOME-OFFICE COMPUTING. 
Sometimes, after I’ve evaluated the equip- 
ment, it’s painful sending it back. The only 
alternative, though, is to dig deep and pay 
for the evaluation unit. That’s what hap- 
pened to me a few months ago after writing 
a buyer’s guide to large-screen portrait mon- 
itors: I bought the Princeton Publishing 
Labs’ MultiView unit I reviewed. And am I 
glad I did! 

A portrait monitor displays a complete 
single page at virtually actual size. One de- 
sign advantage is the opportunity to see the 
entire page layout at once. After working 
with the monitor for a while, however, I 
realize its overwhelming benefit is that I 


don’t waste time scrolling around the page. 
If I need to make a change at the lower right 
corner of the page, I click the mouse there 
and start editing text or moving objects. If I 
then see a problem in the upper left, I click 
there and fix it. I didn’t realize just how 
much time I was wasting by scrolling the 
part of the page I needed onto the screen 
until I stopped having to do it. 

Granted, we are talking a significant in- 
vestment here—roughly $1,000, including 
the monitor and the required graphics card. 
But not only am I doing a better job by 
working on full pages, I am saving time and 
eliminating tedium. As a bonus, I get to see 
my word-processing documents a full page at 
a time—that makes it easier to maintain the 
flow of my writing and, once again, cuts 
down on the scrolling. According to my cost- 
benefit equation, this was money well spent. 

... Chosen a larger hard disk when | 
bought my computer. DTP is a hard-disk- 
intensive undertaking. The page-layout pro- 
grams themselves take up plenty of room. 
For instance, my PageMaker directory takes 
up nearly 1.5MB, not counting the 3MB for 
Microsoft Windows. Install Ventura Pub- 
lisher with the Professional Extension and 
you’re talking about more than 5.5MB. And 
that’s just for starters. Downloadable fonts 
have a healthy appetite for hard-disk space. 
And scanned images are absolute gluttons. 

My PC AT clone has a 40MB hard disk; 
and, frankly, this isn’t enough for my DTP 
work and all the other tasks I undertake with 
my computer. If I could do it over, I would 
opt for at least an 80MB hard drive. 

. . . Started buying software from mail-or- 
der suppliers sooner. After buying all of my 
software from computer stores for several 
years, I finally decided to take a chance on 
mail order. After all, the advertised prices 
were a lot better than retail, and I couldn’t 
beat the convenience. It was a good move 
on my part. 

So far my mail-order experiences have 
been flawless. I haven’t done an exhaustive 
study of the subject, but I can tell you that 
when I’ve ordered from Micro Warehouse 
([800] 367-7080), PC Connection ([800] 
243-8088), and MacConnection ([800] 334- 
4444) I’ve gotten prompt delivery of the 
latest version of the software and paid sub- 


ITITISTRATION RY STEVE PARTON 


stantially discounted prices. 

When I recently needed a copy of Ado- 
be’s Caslon typeface, I checked out the 
price to order direct from Adobe’s own cata- 
logue: $185. Then I called a Wisconsin 
company called Publishing Perfection ([800] 
782-5974), which specializes in mail order 
for desktop publishers. Their price was 
$124, and I paid just $9 to receive the 
software the next day via Federal Express. 

... avoided buying rarely used fonts. 
There are times when I need a particular 
typeface for a special purpose—and I really 
don’t expect to need it again before the 
return of Halley’s comet. Do I bite the bullet 
and buy the typeface package anyway? I’ve 
done that, but I’ve found a better way. 

Actually, two better ways. The first is 
patronizing the Adobe Forum on Compu- 
Serve (type ‘‘Go Adobe” to get there). In 
the Libraries section are screen fonts for the 
entire Adobe library in both MS-DOS and 
Macintosh formats, free for the download- 
ing, along with instructions for installation. 

What good are the screen fonts? You 
can’t use them for printing final output, 
since they don’t provide adequate resolu- 
tion. However, you can use them in your 
page-layout program to compose your publi- 
cation (the spacing will be correct) and print 
out proofs. Then, when it’s time to print 


final output for reproduction, take your disk 
to a DTP service bureau that has the Adobe 
font you’ve used. It shouldn’t cost more 
than $1 a page for laser-printer output or $7 
to $10 for high-resolution typesetting. 

The other way is to use the fonts provided 
with most object-oriented draw programs 
and import the text you create into your 
DTP program as an illustration. For my 
money, the champ in this category is Corel 
Draw. It comes with a superb collection of 
typefaces and will output to any device sup- 
ported by Microsoft Windows, including HP 
LaserJet and PostScript formats. Corel’s ty- 
pographic controls are extremely precise, 
and the results for headlines or the occasion- 
al block of body text are excellent. If you 
want to set a headline in Cooper Black, Friz 
Quadrata, Stencil, Tiffany, or some other 
typeface that you don’t use often but is 
precisely right for a special purpose, the 
Corel equivalents will serve you well. 
CONFESSION IS GOOD FOR THE SOUL 

If the list above covered all the DTP 
mistakes I’ve made in the past few years, I 
would probably have a lot more hair on top 
of my head today. There are still more pit- 
falls you can sidestep by learning from my 
mistakes—I’]l return to the computer con- 
fessional next month with additional 
examples. W 


Does This Look Familiar? 


C:\CAD\HOUSE.DWG 

C: \CAD\ HOUSE . BOM 

C: \CAD\HOUSE . PCX 

Insufficient Disk Space 
2 File(s) Copied 


We can fix this! 


Niche Engineering has a full 

line of high capacity advanced 
techology disk and tape mass 
storage systems and accessories. 


We Support: 


IBM PC/XT/AT & PS-2 
IBM Compatibles 
Apple Macintosh SE 
Apple Macintosh Il 
DEC MicroVAX II & III 


Niche Engineering, Inc. 
Storage Products Division 
4850 Scout Court 
San Jose, CA 95136 
(408) 224-6355 
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“A Fax machine that 


connects to my PC? 
I don’t get it?” 


Some people don’t yet understand the advantages of having a 
stand-alone fax machine that connects directly to your computer. 
We could explain the advantages of being able to fax directly 
from within any application. And we could discuss the merits of 
using the machine as a scanner for page layout and OCR 
applications. We could even talk about the ability to use it as a 
200 dpi printer. But to be honest, the easiest way to understand it 
is to see it. So, if you call 1-800-735-4797 we'll send you a demo 


that shows you a little more about what our Tefax and your PC 


can do for you and your business. WREUSYS 
Call 1-800-735-4797 today for your free Tefax demo disk. 
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Diversify Your Ad 
Campaign by Tuning In to 
The Broadcast Media 


Small businesses often shy away from ad- 
vertising on radio and television, assuming 
the cost will be extremely high. It isn’t. 
Both cable television and radio deliver nar- 
rowly targeted audiences at affordable rates. 
If you are interested in using either, call the 
station for a media kit explaining advertising 
rates and requirements. Ask for the names 
of advertisers in your field who have used 
their station. Call a few and ask them how 
effective their campaigns were. You'd be 
surprised at how freely business people— 
even competitors—will share information. 
And if a competitor repeatedly runs ads, 
chances are those ads are working. 


CABLE TV CONNECTS YOU TO YOUR 
MARKET 

National advertisers have begun to realize 
the value of advertising on cable TV, and 
prices on national cable stations are starting 
to climb. It can cost thousands of dollars for 
a 30-second commercial. However, ‘‘inter- 
connects’’—the cable industry’s equivalent 
of local broadcast affiliates—are scrambling 
for advertisers and therefore are often will- 
ing to cut a deal. One Los Angeles intercon- 
nect, for example, recently sold thirty 60- 
second direct-response spots in one week for 
$750 in an effort to hook the first-time ad- 
vertiser as a long-term client. 

Don’t let the term interconnect scare you, 
by the way. It is simply your local cable 
station, which is linked to national cable 
networks and from which it receives 
‘‘downlinks,’’ like ESPN and MTV. While 
they can carry national advertising, inter- 
connects also have time slots of their own to 
sell. And they offer beautifully segmented 
audiences. Century Cable in Beverly Hills, 
for example, is viewed by 60,000 of the 
most affluent households in the Los Angeles 


RONNIE GUNNERSON is a contributing editor 
for HOME-OFFICE COMPUTING. She wrote 
“Catch their Eyes with Print Ads’’ in the June 
Business 101 department. 
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Money-Smart Ways 
To Advertise 
On TV and Radio 


BY RONNIE GUNNERSON 


area. The reach (the number of people who 
see your ad) may be limited, but the demo- 
graphics are favorable. Therein lies the 
beauty of local cable-TV advertising—af- 
fordable advertising strategies can be 
planned to target a specific number of re- 
gions with favorable demographics. 

Prices relate to gross rating points. In 
Omaha, Nebraska, a nonprime-time spot 
ranges from $75 to $150. A news slot might 
be $500 a spot, and some individual spots 
can run as low as $25. 


PER-INQUIRY ADVERTISING 

If you are interested in selling your prod- 
uct through direct response, you might try a 
method called per-inquiry (PI) advertising. 
You produce a commercial and include an 
800 number you obtain from a telephone- 
answering-service bureau. Then you con- 
tract with a direct-response television adver- 
tising agency that will place your 
commercials on cable-television stations. 
For each product sold, the agency receives a 
commission, the telephone-service bureau 
receives payment for the phone call, the 
television station receives a cut, and you get 
the rest. 

Direct Response Marketing (DRM) in En- 
cino, California, is considered one of the 
best PI agencies in the country. DRM 
guides advertisers through the process, from 


ADVERTISING SERIES TOPICS 
PART I: The How-Tos of Print Advertising 


PART II: Expanding into TV and Radio 
PART II: Direct Mail 


commercial production through placement. 
Usually no money changes hands until a 
station runs your commercial, although you 
may have to deposit an advance against fu- 
ture commissions with DRM and the TV 
station. Admittedly, your take may be 
small, but with PI your objective shouldn’t 
be sales; it should be advertising. 


LOCAL RADIO 

Local radio is a particularly affordable 
advertising outlet that may be worth investi- 
gating. If you’re talented and ambitious, 
you can produce a commercial in your own 
voice with your own music or sound effects. 
However, many radio stations have their 
disc jockeys read ads, which means all you 
have to do is write the ad for the appropriate 
time slot. If you’ve paid for a 30-second 
time slot, your ad must run exactly 30 
seconds. 

Radio ads can cost anywhere from $100 a 
spot to about $1,500 for a major event. 
Remember, however, the less expensive it 
is, the smaller the expected listening 
audience. 

Before advertising on radio, you might 
want to check a station’s Arbitron ratings. A 
radio-research firm with offices in New 
York, Chicago, Atlanta, Los Angeles, San 
Francisco, Dallas, and Washington, D.C., 
the Arbitron Company publishes ratings of 
most stations in a given market that accept 
advertising. From Arbitron’s local market 
reports, you can learn how radio stations 
stack up against each other in market share 
and ratings. You can also determine a sta- 
tion’s share of a demographic market (which 
station targets 35-year-olds, for example). 
Arbitron ratings, therefore, are an excellent 
tool for your radio-campaign planning. 
You’ll have to pay for the information, but 
it’s worth it. 


Direct-mail marketing is yet another effec- 
tive way to reach potential customers. Com- 
plicated and expensive, direct mail can be 
spectacularly successful if you make the 
right offer and mail to the right lists. An art 
unto itself, direct mail will be the subject of 
the next Business 101 department. W 


ILLUSTRATION BY CLAUDE VAN LINGEN 


Everything you need, $ 
Today and tomorrow. 
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Pacioli 2000 . . . Full-featured, network-ready, accounting software. 


If you are ready to buy an ac- 
counting software package for 
your growing business, you want 
one that meets your immediate 
needs. Wouldn't it be nice to 
know that, as your business 
grows and those needs change 
or expand, your accounting soft- 
ware could still do the job. . . at 
no additional expense? 

Pacioli 2000 offers you this 
flexibility. . . because it grows as 
your business grows. 

Designed by J. M. Hurtado, the 
man who started the accounting 
software revolution in 1985 with 
DacEasy Accounting, Pacioli 
2000 is the FIRST full featured, 
network ready, accounting soft- 
ware for only $49.95. 


Whether you are a single PC 
user or you are ready to expand 
your system with multiple 
users, Pacioli 2000 has every- 
thing you need. 


—_—Today——— 


PACIOLI 


nnee a000 


EASY TO LEARN, 
EASY TO USE 
Pacioli 2000, with all its power, 
pull down menus, full mouse 
support, and context-sensitive 
help is as easy to use as a check- 


writer. It includes examples, 
guides and suggestions, an auto- 
matic installation routine, and a 
file inquiry system that lets you 
make inquiries or recreate ac- 
counts “on the fly”. 


8 FULL-FEATURED 
ACCOUNTING MODULES 
Our unique M2/S2 (multiple 

module/single system) approach 
integrates all modules into one 
powerful system: General Ledger, 
Accounts Receivable, Accounts 
Payable, Inventory Control (in- 
cluding true FIFO and LIFO), 
Billing, Purchasing, Budgeting 
and Auditing. Once you have 
learned one of them, you have 
learned them all. 


VIDEO TUTOR 


During this special introduc- 
tory offer, you'll receive 3 in- 
structional video programs in one 
VHS cassette — MS-DOS, Basic 
Accounting and Pacioli 2000. 
This video tutor, a $75.00 value, 
is the teacher you'll own for- 
ever. 


FREE UNLIMITED 
CUSTOMER SUPPORT 


If you have any questions when 
using Pacioli 2000, the answers 
are as close as your telephone. 
Just call us during weekday 
business hours and we'll help 
you. .. FREE. No charges. No 
service contracts. Just straight 
answers when you need them. 


90-DAY MONEY BACK 

GUARANTEE 

We think you will be amazed 

with the power of Pacioli 2000 

and its ease of use. If you are not 

completely satisfied, however, 

just return the entire package for 

a “no-questions asked” refund 
(less shipping charges). 


—Tomorrow— 
NETWORK READY 


Pacioli 2000 is always ready 
to grow with your business. One 
user or multiple users can enjoy 
the same easy-to-use, powerful 
features with no additional fees 


or extra learning time. Just in- 
stall your network and Pacioli 
2000 is ready to perform as multi- 
user, accounting software with 
multi-level password protection, 
file and record locking, transpar- 
ent user management and more. 


FOUR SYSTEMS IN ONE 

As your business grows and 
moves in many directions, 
Pacioli 2000 moves with you. 
You can use Service base, 
Inventory base, Cash basis or 


Accrual basis in any combina- 
tion without losing time or data. 


36 ACCOUNTING PERIODS 
While other accounting pro- 
grams lose detail information 
when posting data, Pacioli 2000 
maintains details of all transac- 
tions for up to 36 accounting pe- 
riods. You can even keep them 
all open simultaneously. 


MULTI-COMPANY 
CAPABILITIES 

Pacioli 2000 lets you keep up 
to 999 companies on-line con- 
currently. You can also transfer 
data to your favorite spreadsheet, 
database or word processor. 

As the owner of a growing busi- 
ness, you don't have to settle for 
less with "low-end" software. 
Now, you can have Pacioli 2000, 
a powerful, network ready, full- 
featured accounting software 
package for only $49.95. 

Don't wait. Pacioli 2000 is ready 
for you . . . today and tomorrow. 


For More Information 
Call 1-214-746-4995 


To order Call 1-800-345-4243 


Ask for Operator # 225 or mail the coupon below. 


Yes! Please send me 


| $49.95 each (Add $7.50 shipping and handling. Texas Residents add 8% sales tax). 


Name 


Address 


| es, eS i 
Phone No. 


Company Name 


City 


State Zip 


| 
| 
| 
| 
| 
| Make Check Payable To and Mail To: 
| 
| 
| 
| 
| 


Amount Enclosed 


Payment Method (Check One) No C.O.D.s please: 


g Check E Visa EA! MC C] AmEx 
FT Account # 
Expires i 
BUSINESS SYSTEMS, INC. See =, 
Signature 
18111 Preston Road, Suite 500 
Dallas, Texas 75252 
| Minimum Hardware Requirements: 
IBM or compatible computer with 640Kb, hard disk, mono or color monitor, mouse optional, MS-DOS 2.1 or later 
for single users(3.1 or later for networks), 132 column dot matrix printer in compressed mode. 
eMoney Back Guarantee only applies to products bought directly from M-USA Business Systems, Inc. 
Copyright 1990, M-USA Business Systems, Inc. Pacioli 2000, M2/S2 are trademarks of M-USA Business 
| Sy stems, Inc. All others are trademarks or registered trademarks of their respective manufacturers. | 
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High-Quality Software for 
Easier Bookkeeping 


BY LISA KLEINHOLZ 


If You Sell Goods, 
Take a Good Look 
At Money Matters 


Several years ago, I owned a tiny business 
that had the accounting requirements of a 
much larger one. It was a pottery studio that 
offered classes taught by a small, paid staff, 
sold pots wholesale, and ran a gallery that 
sold the work of outside artists on 
consignment. 

It was great fun, except for one thing: 
keeping the books. I spent hundreds of 
hours trying to track where the money was 
coming from and where it was going. 

Money Matters comes closer than any of 
the 20 to 30 financial programs I’ve re- 
viewed to being the ideal software to run 
that old business of mine (which was sold 
before I even owned a computer, alas!). 


FOUR-PART HARMONY 

Money Matters displays some annoying 
flaws, but it’s still a good tool for keeping 
the books of a small business, especially if 
you have no accounting background and 
your business is product-oriented. 

Why? The answer comes in four parts. 

1. It does real (that is, double-entry) ac- 
counting, without forcing you to learn about 
it. That means the program creates an iron- 
clad audit trail and formal financial reports, 
which are useful for running your business, 
preparing taxes, or getting a loan. 

2. It’s easy to use. Even though it em- 
ploys a standard numbered chart of ac- 
counts, you can call up a list of account 
names (such as office supplies) while you’ re 
writing checks and recording deposits. 

3. It tracks inventory, assets, hours, job 
costs, and other data with an easy-to-cus- 
tomize feature called SuperTrack, which 
acts as a minidatabase. 

4. It offers other business features, such 
as invoicing, pop-up customer and vendor 
cards, mailing labels, and employee payroll 
tracking. 

In addition, Money Matters includes a 
timesaving and accuracy-increasing feature 


LISA KLEINHOLZ wrote ‘‘Surviving System 
Breakdowns’’ in last month’ s issue. 
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Money Matters 
Rating: kK *x x 


AT A GLANCE: Customizable finance package 
that does the double-entry accounting behind your 
back. Hard to beat if you must track inventory, yet 
sometimes sluggish operations, especially entering 
and exiting menus, and weak documentation make 
package less than excellent. Not recommended for 
personal finance. 

DOCUMENTATION: Basics all there, but tutorial 
scattered through manual with no clear explanation 
on how to use it. Badly organized, sloppily 
indexed. 

ERROR HANDLING: Hard to erase data acciden- 
tally, but difficult (must scroll from column to 
column) to check whether you’ve properly distrib- 
uted funds to accounts. 

EASE OF USE: Compared with accounting pro- 
grams that do inventory, definitely excellent. 
SUPPORT: For publisher to compete with other 
popular finance programs, must make customer 


support more accessible. 
VERSION REVIEWED: 1.0 


PRICE: $90 


SYSTEM REQUIREMENTS: 512K IBM PC, PS/2; 


hard-disk drive; DOS 2.1 or higher; 5.25- or 3.5- 
inch 


PUBLISHER: Great American Software, Inc., 615 
Amherst St., Nashua, NH 03063; (603) 889-5400 


that I’ve never seen in an accounting pro- 
gram: macros. In the Checks and Receipts 
module, you can set up 26 macros (one for 
each letter of the alphabet). The invoicing 
module gives you the option of creating as 
many macros as you like, and lists them by 
name in a pop-up menu. To make a macro, 
you simply turn on the Record mode, enter 
the keystrokes in the order you want the 
macro to automate them, then turn off the 
Record mode. 


Since most information on customers and 
vendors can be pasted onto a check from a 
pop-up list, it’s best to save macros for 
special reports or split distributions. For in- 
stance, you can distribute expenses up to 20 
ways. Say you have a payroll of three em- 
ployees. For each one, you must divide the 
total paycheck into the following category 
accounts: gross pay, FICA contribution, 
federal withholding, state withholding, and 
an employee health-plan contribution. In- 
stead of making the division manually, you 
can enter each employee with a macro. So 
every time you issue a paycheck to employ- 
ee X, you simply press Alt-X, and the dis- 
tributions are automatically made. That 
saves time and helps prevent errors. 

An even greater time-saver is the auto- 
matic payment feature. By assigning a code 
on the vendor cards, you can group regular 
payments by one of nine different periods 
(for instance, first of the month, twentieth 
of the month, or biweekly) and then run off 
checks all at once. When you’re ready to 
pay that week’s or month’s bills, you press 
a key, and the prewritten checks scroll by, 
allowing you to alter information, such as 
amount, as needed. 

The SuperTrack feature works just as eas- 
ily. You can track just about any data you 
can quantify. You are allowed up to 2,000 
cards, each of which is easily updated in a 
pop-up window when you write a check. 
Here’s an example from my pottery busi- 
ness: I could have tracked all the pots I sold 
on consignment by artist simply by creating 
a card for each artist and type of pot (for 
instance, Janis—coffee mug). Then at 
month’s end, the press of a key accessing 
those cards would have told me exactly how 
many of Janis’s mugs I had sold, how many 
I still had on hand, and how much money I 
owed the artist. 


FOUR-PART DISHARMONY 

Despite all these fine features, I couldn’t 
quite justify giving Money Matters an excel- 
lent rating (although I was tempted). 

Why not? Again, the answer arrives in 
four parts. 

1. Although data entry moves along at a 
good pace, getting from one menu to anoth- 
er in the program is a drag. Reading and 
writing to disk are required and take at least 
several seconds on my machine. Granted, 


my 4.77-MHz PC XT clone is no speed 
demon, but I don’t have this trouble with 
most other programs (XyWrite, Quicken, 
ACCPAC Bedford Integrated Accounting, 
and Q&A, to name a few). 

2. Compared with the more complicated 
accounting programs, such as Peachtree, 
documentation is very good. But compared 
with the leading personal-finance programs, 
like Quicken and Managing Your Money, 
the manual is a hodgepodge. Too much 
space is wasted guiding you through the 
menus, while explanations of important 
business uses (such as property management 
and filling out tax forms) are scattered 
throughout the text and are poorly written— 
if there at all. 

3. Technical help costs $1.50 per minute 
($20 minimum—have your credit card 
ready) or $60 per year. I was able to get 
help without paying, because the company 
will help you set up for free; but my call 
was answered by a recording and I had to 
wait a day for a response. Also, the phone 
number was impossible to find in the man- 
ual—it’s on a card that floats loose (they 
don’t seem eager to hear from you). 

4. I was excited when I saw invoicing 
included in the program, but then I found 
out it’s not fully integrated with your check 
register. That means you have to record 
every payment twice—once in your check- 
ing account when you deposit it and once as 
a credit memo in the invoicing section to 
show it was paid. Come on, guys—I think 
you can do better. 


WHO MIGHT WANT MONEY MATTERS? 

To sum up, I compared Money Matters 
with two of my favorite financial programs: 
Quicken and ACCPAC Bedford Integrated 
Accounting. 

Quicken can now track assets and loans 
and create balance-sheet reports. It’s faster 
than Money Matters, much easier to use, 
and the help screens and manual are out- 
standing, especially when it comes to ex- 
plaining business applications. In addition, 
customer support is free. However, Quicken 
is not designed to track inventory, write 
invoices, or generate customer mailing lists. 

Bedford is also fast. It tracks inventory, 
writes invoices—and integrates them with 
accounts receivable. It even does mailing 
lists. But if you don’t know double-entry 
accounting, you might be in over your head 
with Bedford. And you won’t get on-line 
help, either. 

Money Matters falls right in between— 
it’s almost as easy as Quicken and almost as 
fully featured for business as Bedford. In 
other words, it has great potential, but the 
folks at Great American Software are going 
to have to rewrite the documentation and 
speed up the program if they want to hold 
their own in this competitive market. i 


Earn $4,000 Per Month 
From Your Home 


_ With A Computer! 


FREE CBS 286 Computer | Youdonotneedtoown, or knowhow 
to run, a computer — we will provide free, home office training. 
Complete financing available. 


Find out how other couples, and individuals like yourself, 


To receive a free cassette and color literature, call toll-free: 
1-800-343-8014, ext. 38 
(in Indiana: 317-758-4415) Or Write: 


Computer Business Services, Inc., CBC Plaza, Ste. 38, 
Sheridan, Indiana 46069 


Start den with potential earn- 

k ings of $10,000 or more per 

5 month. This is a proven turn key 
business an individual or couple 

can run. If you purchase our soft- 

=- ware and business program, we 

I will give you the computer and 
printer. If you already own a com- 
puter, you may receive a discount. 


are getting rich! 
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Gapitis. 


DublLock Ring Binders are the only cure for the 

gaps in ring binder rings that cause torn, hard-to- 
turn pages. DublLock locks both outer rings tight 
so rings stay closed and pages stay neatly in place! 


Call Wilson Jones, 1-800-952-4637 for the 
Dub!Lock office products retailer nearest you! 


WilsonJones’ 
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| WORKING SMARTER. SMARTER 


Marketing Secrets for People Who 
Dont Like to Sell 


BY PAUL & SARAH EDWARDS 


Last month we dis- 
cussed how you can net- 
work your way to suc- 
cess by word-of-mouth 
marketing. This month 
we want to talk about 
the Critical Mass Ap- 
proach to getting busi- 
ness. It’s a method for people who don’t 
like to sell. Although it may be a little 
slower and less direct than telemarketing or 
other direct-sales techniques, the Critical 
Mass Approach works. 

Basically, there are two ways to get busi- 
ness: You can go out and get it or you can 
entice it to come to you. The Critical Mass 
Approach employs the latter method. You 
give yourself and your business a high profile 
in your marketplace, and business comes 
your way. 

Helen Berman, for example, wanted to 
become a consultant and sales trainer for the 
publishing industry, but the competition was 
tough. Several well-known consultants al- 
ready served the publishing industry. How 
would she break in? 

Berman knew that calling thousands of 
potential customers would take too much 
time and money. Since she was unknown, 
she would have had to place many calls to 
make each sale. Instead, she set about build- 
ing a high profile for herself, which she 
hoped would cause interested, qualified in- 
dividuals to come to her. 

To implement her strategy, she contacted 
meeting planners for upcoming conferences 
in the publishing field and proposed that 
they include a seminar on her particular 
areas of expertise, which her research indi- 
cated were hot topics. She got several book- 
ings. Simultaneously, she began calling the 
trade magazines in the field to pursue writ- 
ing a sales column for them. Soon she was 
writing a column for Folio, a leading trade 
magazine for publishing. From attendees at 
her workshops and contacts made as a result 
of her column, she identified prospects who 
recognized her as a credible professional. 
Berman’s training calendar is now filled 
with names. 


PAUL & SARAH EDWARDS are authors of 
Working from Home (Jeremy P. Tarcher), 
operators of the Working from Home Forum on 
CompuServe (GO WORK), and cohosts of the 
“‘Home Office Show’’ every Sunday night on 
Business Radio Network. 
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Marketing is like riding a 
scooter: Once you get 
going, you go farther 

faster and with less 
effort. 
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THE CRITICAL MASS APPROACH 

Here are several ways you might use the 
Critical Mass Approach to catapult your 
business to a new level of profits. 

1. Identify your unique advantage. To call 
attention to yourself and your business you 
have to stand out from the crowd. Berman 
did it with her proprietary sales methodolo- 
gy. Although there may bé many similar 
businesses, no two businesses are the same. 
Each word-processing service has its own 
personality, each PR firm its unique 
relationships. 

A good way to find out what makes you 
unique is to research your competition. 
Read their brochures, study their ads. Ask 
your customers and clients about their previ- 
ous service providers and what they liked 
and disliked about them. You’ll soon begin 
to recognize that you have your own modus 
operandi. And that’s what you want to 
highlight. 


2. Show off your unique selling point. Ber- 
man used annual trade meetings and her col- 
umn for Folio. Teaching community college 
classes was the platform for programmer 
James Milburn. Milburn began his career as 
an accountant, so he understood what small- 
business people needed in customized soft- 
ware. He spoke their language and could get 
the computer to speak it, too. But how was 
anyone else to know he was different from 
any other programmer? He showed them by 
offering low-cost classes in custom program- 
ming for small businesses. His students 
quickly learned just how difficult customiz- 
ing software could be and they knew at once 
they didn’t want to do it by themselves. 
Since they could see that Milburn understood 
their needs, he got plenty of business. 

3. Spread the word in as many media as 
possible. The more avenues you use to show 
off your unique advantage, the better. Al- 
though Berman began with trade confer- 
ences and a column, she has gone on to 
produce audiotapes and write articles for 
many other magazines. Her next project will 
be a book. 

When our book first came out (Working 
from Home: Everything You Need to Know 
to Live and Work under the Same Roof), the 
public’s interest in working from home 
seemed lukewarm. So we decided to take 
the Critical Mass Approach, getting the 
word out through every possible medium. 
We began the Working from Home Forum 
on CompuServe in 1983. We appeared as 
guests on radio and television. We spoke at 
computer shows. We wrote articles. We did 
workshops at local colleges and universities. 
We produced audiotapes. 

Eventually it paid off. One major client 
contacted us after he read an announcement 
about one of our upcoming workshops. Our 
biggest client called us because one day he 
was walking through a bookstore and saw 
our book on the shelf. 

One of the most rewarding aspects of 
using the Critical Mass Approach to market 
your business is that it’s like riding a scoot- 
er: Once you get it going, the momentum 
you create enables you to go farther faster 
and with less and less effort. Activity you 
generate develops a life of its own, and you 
find that you receive more calls although 
you make fewer of them. Sometimes, ef- 
forts you make now will bear fruit months 
and years later. W 
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If you're going to compete with 
the big guys, youd better track time 
and money the same way they do. 
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ou know the score. 

Work out of your home, 
and you ve got to be a little 
smarter, a little tougher. And 
alot more careful about your 
time and your money. 

Which are exactly the 
needs we set out to answer 
when we made Timeslips II, 
the comprehensive time and 
billing software designed for 
people like you. Individuals 
working at home. And small 
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professional firms. 

How Timeslips II became 

the time and billing 

software of choice. 

Timeslips III lets you 

record, analyze, and bill both 

time and expenses with surprising very small firms, but a funny thing 

ease and complete accuracy. In fact, happened. People in very large firms 

many customers report up to a 25% started choosing it. Over some very 

increase in billable time. With an equal large time and billing systems. 
improvement to the bot- Why? Because for a few hundred 


tom line. Which is dollars, they got all the functionality 
the kindof per- and flexibility they would have 


vS 
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Timeslips II Like the quick and pain- 


used time and billing software lets you track and bill 
in business today. your activities in detail. With a handy 
Of course, Timeslips was meant for pop-up timer that records your 


TIM E SLIPS © 1990 TIMESLIPS Corporation, 239 Western Avenue, Essex, MA 01929. 
ns Tiesi [Il is a registered trademark of TIMESLIPS Corporation. 

SYSTEM REQUIREMENTS: PC—IBM PC, XT, PS/2, or compatible, 384K RAM, DOS 2.1 or higher, hard disk. Macintosh — System Tools 6.0.2 
Supports MultiFinder, Operates on a Mac Plus or higher with 1 Mbyte. Hard disk is recommended 
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the most widely less way Timeslips II ETERRA 


time while you work. With 
custom invoices in formats 
you determine. And with 
accounts receivable reports 
and billing worksheets so 
you can keep a close watch 
on every minute you spend, 
and every dollar you have 
coming to you. 

Use Timeslips III alone to 
run your books, or use the 
optional accessory that links 
Timeslips II to DAC Easy, 
Peachtree, Bedford, and other 
general ledger packages. 

It’s even compatible with 
WordPerfect” Library and Office. 


Get time on your 
7 side today. 

Timeslips III for the PC or Mac is 
just $299.95 at your dealer or from 
TIMESLIPS Corporation. We also have 
a free demonstration disk and literature 
that shows you just how effective 
Timeslips can be for your bottom line. 


(] Q ® 
formance wanted from software that costs Timesli S Ill 
that’s made thousands. 


into money. 


You may not have a fancy office like 
the big guys, but with Timeslips III, you 
can start making money like them. 


Call 1-800-338-5314 
(508-768-6100 in MA) or FAX 508-768-7660. 
In Canada call 1-800-359-3343. 


An optional Don’t apply for Easy reading Actually fits on Use the optional 


internal modem another student display. Even in your lap. Even at RAM card like a 
gives all new loan. This one low light. 25,000 feet. Even mini hard disk. 
meaning to is absolutely in coach. And pack all your 
networking at affordable. favorite programs. 


the convention. 


Presenting deskto dy in notebook size, the Panasonic” 
CF-150B. At ust 6 .2 pounds, it’s a true portable, that 
lets you cut loose from the traditional office. Without 
being cut off. 
Small oa it is, there’s memory enough for your 
tm, desktop poses A backlit 
screen for easy reading. Plus 
thoughtful options like 
internal modems and 
battery-protected RAM cards. 
You ll also find this 
, one lap fits all budgets. 
The CF-150B 
notebook-sized PC. 
For more 
information, 
call toll-free: 
1-800-742-8086. 


Computers, Printers, Peripherals, 
Copiers, Facsimiles and Typewriters 


Panasonic 
OA 


Office Automation 
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f you’ve had problems raising capital, 

you're in good company. The question 

of where to get financing is the number 

one issue raised by business owners 
nationwide, according to the federal Small 
Business Administration (SBA). 

Although many lenders aggressively mar- 
ket to small businesses, advertising one-day 
approval, fixed rates, and no points or fees, 
‘“‘only a small percentage of home-based 
businesses get loans,’’ cautions Jean La- 
Force, the SBA’s director of the Office of. 
Financial Institutes in Washington, D.C. 
‘All the statistics go against the long-run- 
ning success of small businesses. They’re 
considered a high risk. They usually seek 
smaller loans, and there’s a logical prejudice 
against handing out small loans. Lenders 
spend as much time packaging a small loan 
as a large one, for a smaller return on their 
money,” she says. 

Two other conditions affect current lend- 
ing attitudes: the crisis in the savings-and- 
loan industry and the economic law of supply 
and demand. ‘‘Money is tighter now than in 
past years because there are more small busi- 
nesses in the marketplace,’’ says Darlene 
McKinnon, an SBA business-management 
specialist. ‘‘And bankers are being more se- 
lective. But that’s not to say the money’s not 
out there. It’s there for the person who’s 
developed a blueprint, a business plan, and 
equity. Many people think all they need do is 


FIVE QUESTIONS 
TO ASK YOUR LENDER 


When applying for a bank or SBA-guaranteed 
loan, your potential lender will ask questions 
of you, all centered around what are called the 
five C’s of lending: collateral, character, cred- 
it, capital, and capacity (ability to service the 
debt during growth). 

In turn, you can ask questions of your lender 
that will help you structure your proposal. 

1. What types of loans are available? If 
small-business loans are a specialty, find out 
how the bank meets that need. Does it grant 
cash-cycle or cash-flow loans, or equipment, 
working-capital or accounts-receivable loans? 
Ask if the bank makes SBA-guaranteed loans. 

2. How is the loan processed? What specifi- 
cally are the lending requirements for the five 
C’s? How much equity, for example, is 
required? 

3. How long does the approval process take? 
Some lenders advertise two-day approval deci- 
sions while others say 10 days or fewer. Much 
depends on the completeness of your proposal 
and the bank’s interest in your business. 

4. What are the lending limits? Is the banker 
interested in granting small loans or only those 
in excess of $500,000? What are the maturity 
rates on such loans and how flexible are they? 

5. What are the interest rates, and are they 
negotiable? Borrowing rates are often tied to 
risk. If you’re considered a high risk, you'll 
probably pay higher rates and more points. 
What about fixed and variable rates? If rates 
are variable, what’s the cap? Is there a prepay- 
ment penalty? Who pays for appraisals and 
title searches? 


34 HOME-OFFICE COMPUTING 


“This business 
is not operated 
on leverage, 
with the 
exception of 
auto loans.”’ 


. SNAPSHOT 


come up with a good idea and show it to their 
local branch manager. What they have to do 
is show lenders they’ve thought through the 
idea. Lenders want to know how the person 
will pay them back.” 

Some lenders want to see personal invest- 
ment or equity in a company as a sign of 
commitment before they’ll extend a loan. 
‘‘Before giving a loan, we like to see an 
equity investment by the principal, and fam- 
ily money where there’s no immediate obli- 
gation to repay,” says Marc Turtletaub, 
president and CEO of The Money Store, a 
private lender with 20 branch offices across 
the United States, and the largest SBA lender 
in the country. ‘* Virtually all lenders want to 
see a nonborrowed injection so the entrepre- 
neur doesn’t have a debt service during start- 
up. Frankly, the person without a penny who 
takes a second mortgage and goes to the bank 
for more is a high-risk proposition. They’ve 
leveraged the whole company.”’ 

So how do new companies raise capital? 
Many entrepreneurs simply tap resources 
closer to home. ‘‘About 90 percent of seed 
money comes from private people,’’ says 
Jerry Christison, an SBA assistant district 
director. ‘‘Lenders want to see a business 
that’s already in operation, something se- 
cured with collateral—so people look to their 
houses, cars, friends, relatives, savings ac- 
counts, and borrow against their insurance 
policies.” 

Because bank loans can be so difficult to 
get, this article focuses on financing op- 
tions—some straightforward, some cre- 
ative—that entrepreneurs have used to start 
and expand their businesses. 


BARBARA STEIN’s last article for HOME-OFFICE 
COMPUTING was ‘‘Managing Growth,” the 
January cover story. She and her husband 
recently raised $650,000 to build a house for 
resale by forming a limited partnership 
($300,000), taking out a construction loan (for 
$350,000) and using six credit cards to keep the 
cash flowing during the building process. 


Bob Weiss, Wheatridge, Colorado 


BUSINESS: Alyn-Weiss & Associates, public-re- 
lations firm 


START-UP DATE: 1980 
FINANCING: $2,000 from sale of second car 


GROSS ANNUAL REVENUES: $1.25 million (net 
capitalized billings) 


SAVINGS AND LOANS 
—ON PERSONAL ASSETS 


Bob Weiss, for example, sold one of his 
two cars, bought a $500 motorcycle, and 
used the remaining $2,000 to launch Alyn- 
Weiss and Associates, an award-winning 
public-relations firm incubated in his spare 
bedroom. Although he lists some of Colora- 
do’s largest legal firms and the country’s 
largest CPA firms as clients, he has yet to 
seek a bank loan. 

“Tve never had a blip in income,’’ says 
Weiss with justifiable pride, having weath- 
ered Denver’s rocky economy of the 1980s. 
‘This business has done nothing but make 
money. It’s not operated on leverage, with 
the exception of auto loans. I used to think 
my dad was crazy buying everything with 
cash. While I believe there’s a place for 
leverage, things have been economically 
scary enough in Denver that I’ve learned to 
operate lean. I have a large paid-for asset 
base; I don’t want to incur debt.” 

Home-equity loans are an increasingly 
popular source of start-up capital. Equity in 
the home meets the lender’s requirement for 
collateral. What’s more, since they’re de- 
signed for consumer purposes (auto financ- 
ing, remodels, vacations, and so on), ap- 
proval doesn’t hinge solely on the business; 
spousal income and assets are also consid- 
ered. Better still, lenders don’t care how the 
money is used, and interest on the loans may 
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actually be tax-deductible. 

However, since you have to show two to 
three years of tax returns to lenders, experts 
advise budding entrepreneurs to secure loans 
with salaried income before going it alone. 


FRIENDS AND RELATIVES 
4 


Next to personal assets and savings, the 
most common sources of seed money are 
family and friends. ‘‘If you can’t start` a 
business with your own money or that of 
friends, it won’t get started,’’ says David 
McKinnon, president of Molly Maid, a 
maid-service company with more than 400 
franchisees worldwide. ‘‘There’s only a lim- 
ited amount of time people can spend bash- 
ing their heads—and that’s what it’s like 
trying to raise money.’’ 

McKinnon and his partner discovered ear- 
ly on that banks were not interested in lend- 
ing them money. Although Molly Maid was 
already established in Canada, and McKin- 
non had a track record in the business, no one 
would finance their plan to purchase the 
American rights to the company. 

‘It was like starting over,’’ he recalls. 
‘‘We used money from our cars, family, and 
friends, and began working from home. Six 
months later we moved into the back of a 
warehouse and operated on a shoestring, 
with cardboard filing cabinets. Even after 
we’d sold 30 franchises and were growing, 
the banks wouldn’t finance us. We don’t fit 
the profile. Banks are looking for 20 years of 
impeccable credit and huge assets. We’re a 
service business. Our assets are our 
franchisees.” 

Experts say that potential borrowers 
should approach family and friends as they 
would any investor: Offer a business plan, 
define the limits of company control, and pay 
the money back. Susan Berk, founder and 
president of Uncommon Boston, a home- 
based hospitality, tour, and creative-events 
firm catering.to business travelers world- 
wide, did just that in 1982. Seeking $20,000 
in start-up capital, she presented her husband 
and father with a business proposition. 

“Td worked all my life in nonprofit orga- 
nizations, and I didn’t want to ask for mon- 
ey, but I needed money to incorporate, print 
brochures and business cards, and get an 
answering service,’’ she explains. ‘‘So I 
made it a business arrangement, and though 
it took several years, I paid it back. It wasn’t 
a gift or a favor, and that helped me stay in a 
professional frame of mind.”’ 
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“The loan from my 


husband and father 
wasn’t a gift or a favor— 
it was a business 
arrangement.” 


Susan Berk, Boston, Massachusetts 


BUSINESS: Uncommon Boston, a hospitality and 
tour service for business travelers 


START-UP DATE: 1982 


FINANCING: $20,000 loan from husband and 
father 


GROSS ANNUAL REVENUES: $800,000 
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VENTURE CAPITAL 


How hard is it to attract a venture-capital 
investment? ‘‘As a rule of thumb, of 100 
business plans submitted to venture-capital 
firms, 10 will be read, and perhaps one will 
result in an investment,’’ say Ronald Merrill 
and Henry Sedgwick in The New Venture 
Handbook: Everything You Need to Know to 
Start and Run Your Own Business (AMA- 
COM, 1987). 

James Gentry, president of The Ivy Com- 
pany, a Kansas City firm that sells curricu- 
lum-based video yearbooks to high schools 
throughout the country, beat the odds. He 
cranked out a 52-page business plan that 
helped him raise $500,000 in venture capital 
in 1988. Though his firm was new and his 
idea untested, he was not required to give up 
a controlling interest. 

Although Gentry made it look easy, it 
wasn’t his first trip to the wishing well. 
Trading on his background as a video-com- 
munications manager for Hallmark cards and 
his work with Johnny Carson Productions on 
a television pilot, he talked the American 
Psychiatric Association into underwriting a 
company he had launched the year before. 
Convention Media Services provides closed- 
circuit video coverage of convention high- 
lights to the medical profession. With his 
impressive track record in the video industry, 
he was able to overcome investor skepticism. 
‘*First you get their respect,’’ says Gentry. 
‘*Then you get their money.’”’ 


SBA-GUARANTEED BANK LOANS 


Banks generally don’t like making small 
loans of working capital unless they are tied 
to equipment and property that serve as col- 
lateral. For instance, you can more easily 
borrow $10,000 to buy several computers 
and printers than to spend for general pur- 
poses. However, new SBA incentives may 
spur banks to offer loans of less than 
$50,000. 
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Although the SBA makes a small percent- 
age of direct loans, most are arranged 
through private lenders. To be eligible, you 
must be a small, independently owned busi- 
ness (not dominant in your field), and have 
tried to find similar financing elsewhere. 

Under its guaranteed-loan program (7A), 
the SBA guarantees up to 85 percent of any 
loan not exceeding $750,000 for up to 25 
years. In exchange for the guarantee, the 
lending bank pays the SBA 2 percent of the 
entire loan. The average loan size is 
$175,000 with an average maturity rate of 
eight years. 

But, as a condition of the Women’s Busi- 
ness Ownership Act passed by Congress in 
1988, lenders who approve loans of less than 
$50,000 pay only one-half of the usual guar- 
antee fee (1 percent instead of 2) to the SBA. 
On a $20,000 loan with an 85 percent SBA 
guarantee, a banker would pay $170, or 1 
percent of the guaranteed amount of 
$17,000. (Men are also eligible for loans.) 

How have lenders responded? So far, so 
good, according to the SBA. In the first four 
months of fiscal 1990, 1,087 loans of 
$50,000 or less were approved. A total of 
2,036 such loans were funded in fiscal 1989. 

There are several advantages to working 
with the SBA. You’ll receive competitive 
rates, free business and financial-planning 
assistance, and your loan request will not be 
evaluated solely on the basis of your collater- 
al. In fact, if you lack collateral, as most 
service businesses do, your loan may still be 
funded if you can establish the demand for 
your product or service and can convince 
banks of your ability to repay based on your 


business’s financial projections. 

The major drawback of dealing with the 
SBA, according to many business owners, is 
bureaucratic red tape—delays in final ap- 
proval and funding, increased paperwork, 
and politics. And, because you’re working 
through a middleman, the lender, you’ll fill 
out twice the number of forms and subject 
your financial statements to an additional 
investigation. 

**My advice is to talk with people who’ve 
gone through the experience,’’ says Turtle- 
taub, whose Money Store funded $150 mil- 
lion in SBA loans last year. ‘Each market is 
different. Look at it from the eyes of the 
lender and ask yourself those same ques- 
tions. Lenders are looking for character of 
the individual, which means management 
strength and a track record in the business. 
Lenders want to know how capable the entre- 
preneur is of taking the business to the next 
level; his or her ability to service the debt; 
and the firm’s collateral, as opposed to re- 
ceivables. We look at the whole mix.”’ 

Besides guaranteeing bank loans, the 
SBA is involved with other public and pri- 
vate agencies to funnel money to small busi- 
nesses. For instance, it backs Small Busi- 
ness Investment Corporations (SBICs) and 
works with Certified Development Corpora- 
tions (CDCs), both of which are govern- 
ment-regulated institutions that invest or 
loan money. (See #7 under Nonbank Loans 
for more on SBICs and CDCs). Even if you 
never apply for money from the SBA, you 
certainly should look to it for advice. It’s 
the SBA’s business to tell small businesses 
where to find money. 


| “I’m asked to 

| quote prices 
every day, so 
why shouldn’t 
banks quote 
bids on loan 
proposals? ” 


~ Susan Bowen, Memphis, Tennessee 
“y ~~ BUSINESS: Champion Awards, Inc., screen print- 


`- er of apparel 


START-UP DATE: 1970 

FINANCING: $2,000 in personal savings, numer- 
ous equipment loans, and two construction loans 
totalling about $2 million 


GROSS ANNUAL REVENUES: $10 million 


for the school’s video yearbook. 
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James Gentry, Kansas City, Missouri 
BUSINESS: The Ivy Company, a video yearbook 
firm 


START-UP DATE: 1988 
FINANCING: $500,000 in venture capital 
GROSS ANNUAL REVENUES: None yet 


“First you get investors’ 
respect. Then you get 
their money.” 


F) 
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James Gentry (right), chairman of The Ivy Company, stands in front of North Kansas City High School with senior Jeff Scurlock, head videographer 


A good way to raise capital without bor- 
rowing is to bring a partner into your busi- 
ness or develop a partnership with a firm that 
complements your own. Either way, of 
course, you’ll surrender some equity and 
perhaps some control, but how much and for 
how long depends on the deal’s structure. 

Hoping to expand Uncommon Boston in- 
ternationally, Susan Berk formed two differ- 
ent partnerships with businesses owners in 
related fields. The first, now operating under 
the name Uncommon America, was with a 
woman who had been sending American 
teachers abroad during summer months. The 
second, Just For Kids, was with a woman 
specializing in health programs for adults. 

The partnerships helped Berk extend the 
scope of her business without incurring debt. 


She structured the deal so partners work un- 
der her umbrella and split the profits 50-50. 

“T ve expanded with an infusion of energy 
and human resources,’’ Berk explains. “ʻI 
wanted to grow into international markets, 
but didn’t have the big bucks to keep flying 
to foreign cities. And rather than go to the 
banks, I started networking to find partners. 
My partner in Uncommon America coordi- 
nates the services in the United States and 
targets international groups either directly or 
by referring them to similar services in dif- 
ferent parts of the country. It’s helped us 
develop an international clientele.”’ 

One plus in a partnership, as opposed to a 
corporation, is that you get taxed only once. 
‘‘In a partnership, all the tax consequences 
pass through to the individual partners and 
can be reported on individual returns just as 
in a sole proprietorship,’’ says Jeanne Max, 
partner in Gergurich and Max, a San Diego— 
based accounting firm catering to small busi- 
nesses. ““This way you won’t have to pay 
both corporate and personal taxes.”’ 

Max also advises people to consult with 
their attorneys and accountants before estab- 
lishing any type of partnership or corpora- 
tion. ‘“The most common mistake made by 
entrepreneurs is not evaluating the tax and 
financial consequences of making the initial 
decisions on how to structure the company,”’ 
says Max. ‘‘People are happy to map out 


their business dreams, but don’t want to 
spend $200 for advice. In the end it could be 
critical. The tax laws are complex and 
change constantly.”’ 


SHORT-TERM CREDIT 


B 


Another promising source of expansion 
capital is vendors, who may be willing to buy 
an interest in your business or extend special 
credit terms. After repeated bank turndowns, 
Molly Maid financed its growth by selling a 
minority interest to a supplier, Johnson Wax 
Home Care Services. Aside from supplying 
Molly Maid with working capital for expan- 
sion, the company lent corporate support and 
additional credibility by inspiring customer 
confidence. As an added bonus, franchisees 
can now purchase cleaning products directly 
from Johnson at attractive prices. What did 
Johnson get out of it, besides a piece of the 


JULY 1990 37 


PHOTOGRAPH BY TAMMY L. LJUNGBLAD 


company? A guaranteed, long-term customer 
and additional clout in promoting its products 
to other maid services. 

Molly Maid also looks to suppliers for 
short-term loans by taking advantage of trade 
credits and lease arrangements. ‘‘Using ven- 
dors as a source of capital is not sufficiently 
appreciated by most entrepreneurs,’’ say au- 
thors Merrill and Sedgwick. ‘‘Typically, 
vendors give trade credits of 30 days as a 
matter of routine—in other words, they give 
you a short-term loan of working capital. If 
you ask nicely, they may do even more for 
you. If you need big-ticket items or produc- 
tion equipment, for instance, the vendor may 
help you find someone to finance it or even 
finance it directly. If you are making a big 
purchase, or if you are willing to commit 
your company to make regular purchases, the 
vendor may be surprisingly accommodating 
about credit.”’ 

Another method of getting credit is to use 
personal credit cards. Some business own- 
ers, in fact, have several cards and wangle an 
extra 30 days of credit by watching the bill- 
ing dates. If the cycle falls on the 15th on one 
card and the 30th on another, they make 
purchases the day after the billing cycle 
closes, thereby extending credit for an addi- 
tional month. The drawbacks, of course, are 
high interest rates and borrowing limits. 

In some cases, banks will extend short- 
term credit under a system known as pledg- 
ing. In pledging (or factoring), a bank looks 
at your uncollected accounts receivables, and 
will front you working capital while you wait 
to collect the money that you are due. ‘‘Show 
your banker that you have $100,000 in col- 
lectible receivables, and you may be able to 
acquire a loan against them,’’ says CPA 
Jeanne Max. Of course, banks generally 
grant such short-term loans only to customers 
they know and trust. 


NONBANK LOANS 


Small Business Investment Corporations 
(SBICs) are privately managed investment 
firms that will supply equity capital, manage- 
ment assistance, and long-term loans. In this 
way, they function as venture capitalists, 
advancing money for the right to share in 
company success by buying stock. SBICs 
invest in a variety of service and manufactur- 
ing industries. 

Although there are about 300 SBICs na- 
tionwide, and more than 125 MSBICs, 
which finance minority-run businesses, loan 
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policies vary widely. Rates are set by the 
United States Department of Treasury at the 
time of the sale, but the SBIC selects the 
maturity date, which can be 3, 5, 10 years, or 
longer. 

The Nationai Association of SBICs pub- 
lishes a regularly updated directory of licens- 
ees, which lists each firm’s type of owner- 
ship and investment policy. Send $5 to 
NASBIC, 1156 15th St. NW, Suite 1101, 
Washington, DC 20005. 

Small Business Development Corpora- 
tions (SBDCs) are publicly or privately 
owned companies backed by the SBA that 
provide specialized assistance and funds to 
areas designated as economically deprived. 

The amount of financial and management 
assistance varies widely. For example, both 
direct bank loans and venture-capital invest- 
ments are available. For specifics, contact 
your local SBA, state Department of Com- 
merce, or county Regional Development 
Agency. 

If you need funds to construct a building, 
look into one of the more than 450 Certified 
Development Corporations (CDCs) located 
throughout the country. Regulated by the 
federal government, CDCs lend to estab- 
lished businesses that create one job for ev- 
ery $15,000 of government participation. 

‘*We’re a cash-flow lender, and the collat- 
eral is the building itself,” explains Arthur 
Goodman, president of San Diego County 
CDC, the nation’s largest. ‘“We offer long- 
term, low-interest loans and 90 percent fi- 
nancing. The sale is structured so the bor- 
rower comes in with 10 percent, we get the 
bank to take a first trust for 50 percent of the 
transaction, and we take a second at 40 per- 
cent up to $750,000. The nice part is it’s a 
20-year fixed-loan program. It’s also a tax 
shelter for small corporations. The owner 
takes title in his or her name and leases the 
facility to the business so he or she gets the 


“We used money from 
our cars, family, and 
friends and began 
working from home.” 


SNAPSHOT 


David McKinnon, Ann Arbor, Michigan 
BUSINESS: Molly Maid, a maid-service company 
START-UP DATE: 1984 

FINANCING: $500,000 borrowed from friends 
and relatives; later sold minority interest to John- 
son Wax Company 

GROSS ANNUAL REVENUES: More than $20 
million 


tax advantages personally.”’ 

In addition, Goodman helps owners devel- 
op business plans and package loans for addi- 
tional SBA funds. ‘‘In many cases about 30 
percent of real-estate loans require an SBA 
loan top,’’ he adds. ‘‘Very often the 10 
percent down is working capital, so we cover 
that by piggybacking with a regular SBA 
loan. That way the borrower can buy fix- 
tures, equipment, and machinery. It com- 
pletes the picture.”’ 


THINK AHEAD 

‘‘The best time to set up a banking rela- 
tionship is when you don’t really need the 
money,’’ advises Douglas Freeman, execu- 
tive vice president in the business banking 
division of Wells Fargo Bank in San Francis- 
co. “‘Invest time talking with prospective 
bankers—explain your business and its cash 
needs. Then let the banker, who wants your 
business, demonstrate the financing that 
would serve you—whether it’s a short-term 
loan or a line of credit—so when you borrow 
you’ll know what you need.”’ 

If you’re in a position of strength, you can 
try what Susan Bowen pulled off. When she 
asked for a $1 million line of credit to make 
an addition to her building in 1986, she 
approached four banks simultaneously and 
closed her cover letter with a challenge: 
‘*The best bid wins.” 

“Tm asked to quote prices every day, so 
why shouldn’t banks quote on jobs,” says 
Bowen, president of Champion Awards, a 
$10 million apparel screen printer headquar- 
tered in Memphis, Tennessee. ‘‘It’s really no 
different. They’re in business to make money 
just like me, so I shopped it out.’’ To Bow- 
en’s delight, all four bankers responded. 
Two years later she went out for bids again. 
At that time her current banker matched the 
lowest bid she received in order to hang onto 
her account. W 


nyone working with facts and 

ideas—and that includes most 

professionals—learns to be a 

pack rat, tucking away notes and 
articles for future projects. But being a pack 
rat is no good when you can’t find what 
you’ve stashed away. You must create some 
kind of system for storing and finding 
things, a filing system. 


I’ve been collecting articles for more than ~ 


GEOFF DOLBEAR, an industrial chemist, offers 


consulting and writing services to technical 
management. He works from his home in 
Diamond Bar, California. 


World’ 
Filing Sys 


Despite 15 Feet 
Of Paper Files, 
The Author 
No Longer Has to 
Fish for Files 


BY GEOFF DOLBEAR 
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20 years in my career as an industrial scien- 
tist. My collection is almost 15 feet long, 
filling two filing cabinets and invading a 
third. Yet this mountain of paper is so well 
organized that it’s rare that I cannot find a 
needed reference in less than a minute. For 
my sideline freelance writing business (on 
such topics as trout fishing), I’ve got a sepa- 
rate filing system that takes up two crates. 

Before I describe what I consider the 
world’s best filing system, and how you can 
make one like it for yourself, let’s explore 
what you should demand from any system 
that tracks your valuable information. 


ILLUSTRATIONS BY ROBIN PETERSON 


SAVABILITY AND FINDABILITY 

A good filing system must meet at least 
two criteria: 

@ Savability, as I call it, which means you 
have a ready-made place to save everything 
you want; 

@ Findability, which means you have a fast 
and reliable method for retrieving important 
items later. 

If it’s not obvious where to put something 
and it’s not easy to find it afterward, then 
saving it wastes effort and space. Both sava- 
bility and findability depend on a cross- 
reference system, kept either in the user’s 
head or on paper. 

The antithesis of such a system is the 
“‘haystack’’ file—a pile of folders, letters, 
memos, photocopies, and magazines. Every 
office has at least one haystack. I’ve seen 
several that were more than two feet high. 
Savability is excellent, since each new item 
is placed directly on the top of the pile; but 
findability is terrible because nothing can be 
found without sifting through the pile. 

Along with savability and findability, the 
system must keep together things that logic 
tells us belong together. It would make no 
sense to file topics like ‘‘Audi’’ and 
‘‘Volkswagen’’ at opposite ends of a filing 
system just because their names begin with 
a and v. Better to put them together under 
‘*Automobile’’ or ‘‘German,’’ depending 
on whether we’re economists or mechanics. 
Then, when we build the cross-reference 


After taking an inventory of all my files, | orga- 
nized them by topic with a I.A.1.a. outline, using 
the outliner in WordPerfect. Every time | file a 
new piece of paper, | can refer to the outline to 
see where it belongs. 


|. Background and General 
A. Fishing Humor 
B. History and Reminiscences 
C. Conservation 
1. Acid Rain 


ll. Flies 
A. Patterns and Descriptions 
1. Collections, 10-Best Lists 
2. Terrestrials 
3. Patterns for Lakes 
4. Wets and Nymphs 
5. Bucktails and Streamers 
6. Dry Flies 


index system we can include Audi and 
Volkswagen as alphabetical entries pointing 
to the correct files. 

Both savability and findability are re- 
duced when the system has too many files 


ee o 


Savability and findability 
are the keys to a good 
filing system 
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that contain too few items. The optimum is 
one or two dozen items per file. When indi- 
vidual files get much fatter than this, they 
should be broken into subsections to allow 
faster, more convenient searching. 


BUILDING A PERSONALIZED SYSTEM 

My filing system is better than good be- 
cause it meets an additional important crite- 
rion: it’s personalized. I tailored its logical 
structure, sections, and subsections around 
the kinds of information I save. This is 
much different from copying the structure 
out of a book. 

I began by spending a couple of hours 
looking over my files, making a list of the 
labels I found on the folders. Then, using 


FIGURE 1. 
FISHING ARTICLES FILING SYSTEM 


B. Fly Tying 
C. Insects and Entomology 
D. History 


lll. Techniques 
A. Equipment 
1. Tackle 
2. Lures et al. 
B. Water 
1. Streams 
2. Lakes 
3. Ocean and Salt Water 
C. Fly Fishing 
1. Introduction to Fly Fishing 
2. Presentation 
3. Casting 
D. Playing and Landing Fish 


the outline function in WordPerfect, I put 
this list into a logical structure using a stan- 
dard I.A.1.a. outline (see Figure 1). I like 
the I.A.1.a outline because it’s easily ex- 
pandable when you want to add new sub- 
jects. Since 1977, I’ve added quite a bit 
to my original headings. 

Next, with the help of my young daugh- 
ter, I reorganized the file folders to fit this, 
structure. This took several hours. As I re- 
moved each file from its drawer I attached 
its new outline number using temporary 
stick-on labels. The files went back into the 
drawer in the new order. 

Over the next six months I used my new 
system daily, changing it as néeded to in- 
crease its utility. When the time came to 
formalize it, a clerk typed and installed per- 
manent labels for all the files and generated 
an alphabetical cross-reference index in a 
three-ring binder. 

In summary, my filing system was assem- 
bled in five steps: 

1. I prepared an inventory of existing 
files; 

2. I organized titles into trial groups, us- 
ing the outline format; 

3. I rearranged files using temporary 
labels; 

4. I used the system for several months, 
refining the structure for ease of use; 

5. I installed permanent labels and pre- 
pared an alphabetical index. 

Because I was willing to take my time 


1. Rairibow 
2. Brook 
3. Brown 
4. Salmon 
B. Freshwater Bass and Panfish 


V. Where to Go 
A. U.S. West 
1. California 
2. Rocky Mountain States 
a. Wyoming 
b. Montana and Idaho 
c. Colorado 
d. Arizona, Utah, and New Mexico 
3. Pacific Northwest and Alaska 
B. U.S. East 
C. Canada 
D. Outside North America 


The cross-reference index makes it easy to find 
materials—even in 15 feet of files. To create it, | 
merely take the outline (Figure 1) and move the 
numbers corresponding to each entry to the 
right. Then | add synonyms here and there and 
alphabetize it to create the index. | print out the 
index and refer to it every time | want to retrieve 
a file on a given topic, such as Insects and 


Entomology. 

Acid Rain 1.0.1 
Alaska V.A.3 
Arizona V.A.2 
Background and General l 
Brook Trout IV.A.2 
Brown Trout IV.A.3 
Bucktails I1.A.5 
California V.A.1 
Canada V.C 
Casting 1.C.3 
Catch and Release LC 
Collections, 10-Best Lists H.A.1 
Colorado V.A.2.c 
Conservation 1.C 


MO as I Se eg 


with these steps, the filing system works 
like a charm. For a decade it has worked 
hard for me, helping me store and find the 
information I need whenever I need it. 


SETTING UP AN INDEX 

One of my freelance writing specialties is 
fly fishing. I have collected hundreds of 
articles, maps, and newsletters on the topic. 
For a while they all fit in a few folders, but 
the pack rat in me ensured that the collec- 
tion would outgrow its simple beginnings. 

I used the outlining feature of my word 
processor to construct the subject outline in 
Figure 1. To create the cross-reference in- 
dex, I made a copy of the outline and moved 
the outline numbers from the left to the right 
of each entry (see Figure 2). Then I went 
through and added synonyms for several of 
the entries and split all paired items (such as 
‘‘Ocean’’ and ‘‘Salt water’’) so that both 


FIGURE 2. 


INDEX FOR FLY-FISHING ARTICLES 


Dry Flies 11.A.6 
Eastern U.S., Destinations V.B 
Entomology li.C 
Equipment IIIA 
Fish IV 
Flies ll 
Fly Casting 11.C.3 
Fly Collections, 10-Best Lists 11.A.1 
Fly Patterns and Descriptions ILA 
Fly Fishing H.C 
Fly Tying I.B 
Freshwater Bass IV.B 
General Information i] 
History 1.D 
History and Reminiscences 1B 
Humor ILA 
Insects and Entomology li.C 
Introduction to Fly Fishing ili.C.1 
Lakes, Techniques 11.B.2 
Lake Patterns ILA.3 
Lures et al. 111.A.2 
Montana and Idaho V.A.2.b 
New Mexico V.A.2.d 
Nymphs 11.A.4 


entries appeared in the index. Finally, I al- 
phabetized the list, polished the formatting, 
and printed it out. All that took me just 
two hours. 

I’ve updated the index on two occasions, 
and I’m about to do so again. I pencil in 
changes as I use the index, periodically in- 
corporate them into my WordPerfect file, 
and make a new printout. In the last revi- 
sion, I made 85 changes that I had penciled 
in over several years. 


PHYSICAL STRUCTURE 

As long as it’s neat, the physical structure 
of the filing system is less important than 
the logical structure. Notes and articles can 
be stored in folders, envelopes, or even pa- 
per bags and collected in drawers, boxes, 
baskets—even garbage cans. 

I prefer hanging files. You can install 
rods for hanging files in most filing cabi- 
nets, and some even have them built in. For 
my fly-fishing files, I purchased plastic milk 


Ocean and Salt Water 11.B.3 
Outside North America V.D 
Pacific Northwest V.A.3 
Panfish IV.B 
Patterns and Descriptions ILA 
Patterns for Lakes H.A.3 
Playing and Landing Fish 11.0 
Presentation 1.C.2 
Rainbow Trout IV.A.1 
Rocky Mountain States V.A.2 
Salmon IV.A.4 
Salt Water 11.8.3 
Streamers 1.A.5 
Streams W.B.1 
Tackle ed HLA.1 
Techniques i 
10-Best-Fly Lists ILA.1 
Terrestrials 11.A.2 
Trout IV.A 
Utah V.A.2.d 
Water i1.B 
Western U.S. V.A 
Wet Flies ILA.4 
Wyoming V.A.2.a 


crates, which can be used for hanging fold- 
ers. They are convenient and certainly 
cheaper than good filing cabinets. 

While neatness is pleasing to the eye, it’s 
only a secondary virtue. But it is easier to 
use a neat file, since messy systems become 
harder and harder to decipher. Occasional 
use of a trash can to discard unwanted mate- 
rial will keep a filing system neat. 


A LIVING THING 

Everyone who collects information for 
current and future projects eventually faces 
the prospect of developing some kind of 
filing system. The truly dedicated pack rat 
soon graduates to the point where even a 
simple system is inadequate. You’ll know 
you’re there the third time you cannot locate 
a critical item you filed only a few weeks 
before. If that’s happened to you, try the 
World’s Best Filing System. E 
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udy -Maxa,*Washifgton’s best- 
known (and most knowing) gossip 
f ` columnist, has a na e 
business cards, a twin Rolodex, 
eat a a head stuffed with all the ad 
details he can remember about the hundreds 
of people he comes in contact with. It’s not 

the best system, but it works for him. 
Maxa, whose columns appear regularly in 
The Washingtonian magazine, believes he 
has well over 1,000 names and numbers, 
and he limits the data on the Rolodex cards 
_ Strictly to name, address, and phone and fax 
numbers. The myriad other details about 
Maxa’s universe of people—their mar- 


With Absolutely 


riagesy divorces, political appointments, and 
thelike—either end up in a file folder as part 


~ of a working story or in his head. 


‘‘I suppose someday I should put it all in 
a computer,” Maxa says. “‘But so far I 
haven’t had to.”’ 

Unfortunately, most of us don’t have 
Maxa’s memory, or the details of our busi- 
nesses are not quite so unforgettable. What- 
ever the reason, we realize pretty early on 
that we need to keep detailed records about 
our clients, customers, sources, and other 
business contacts. Not surprisingly, many 
people have found computers the ideal place 
for these records. 


LINDA STERN, a writer with many contacts, wrote ‘‘Make Lists That Make Money’’ in the May 1990 issue. 


ILLUSTRATION BY GARY HOVLAND 


But turning to computers for this organi- 
zational task doesn’t mean we must rely on 
specialized contact-management software. 
People are using all sorts of programs to 
keep their clients, customers, sources, and 
friends straight—there may be as many 
ways to keep track of contacts as there are 
contacts to track. 

Here’s a sampling of how some entrepre- 
neurs use their computers to keep tabs on 
the people they know. 


MANAGE CONTACT LISTS LIKE A PRO 

If anyone ought to be able to speak au- 
thoritatively about how to keep contact lists, 
it would be a mailing-list manager. Indeed, 
Wayne Stoler, who runs Baltimore’s Letter 
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Pierson, Jenny 
Financial Analyst 
My Business, Inc. 
(212) 555-7535 


(g|Parson, Bill 

fg]Head of Distribution 
Big Orders, Inc. 

H212) 555-5793 


Item Detail 


those programs. Stoler likes Nutshell be- 
cause it can sort rapidly on a seemingly 
unlimited number of fields. 

For example, Stoler recently culled a list 
of 23,000 food-related businesses in Mary- 
land for all the Hunan restaurants in that 
state. He had 41 names on his screen in less 
than one second. 

To track his own clients, Stoler has set up 
fields for company name, main contact, ad- 
dress, phone, zip code, type of services they 
buy from Letter Perfect, billing contact, and 
billing status (some clients have credit lines, 
some work off of monthly retainers, and 
others pay as they go). 

While he was on the phone answering 
questions for this article, Stoler was an- 


The best software 
for keeping a 
contact list 
requires you to 
enter information 
only once, then 
shares it among 
various modules. 
For instance, 
Current takes 
elements such as 
phone numbers 
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from its address 
book and pulls 
Tite them into the Item 
Business Phone Detail window 
Home Phone (shown here). 
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Employed by Company ory Business, Inc. 


Perfect with his wife, Peggy, has used a 
variety of programs to organize the mailing 
lists they keep for their clients. 

The Stolers also publish two newsletters. 
One tracks new business listings in Mary- 
land; the other provides subscribers with 
sources of inexpensive or unusual mailing 
lists that are publicly available. Considering 
the lists they manage for clients, the lists 
they sell, and their own lists of clients and 
subscribers, the Stolers are familiar with 
many software solutions to contact-manage- 
ment questions. 

Wayne Stoler says he decides which pro- 
gram to use on the basis of the number of 
names that will eventually be in the files. 
For mail merging, sorting, and sending from 
large lists (20,000 names and more), O&A 
is his preferred program (see box, ‘‘Software 
for Keeping Contact Lists’’). ‘It’s fastest at 
mailing to really big lists,” he says. 

But for his own records and those of 
many of his clients, Stoler prefers Nutshell, 
a flat-file database that is readily formatted 
into an address book. “‘It’s one of the easi- 
est to train people on, plus it is extremely 
flexible in formatting. I can print letters and 
labels or download data into dBase, Lotus 
1-2-3, or WordPerfect’ for clients who use 


nouncing a price increase to about half the 
people on his 1 ,000-name client mailing list 
with a mail-merged letter that he had for- 
matted, written, sorted, and printed in Nut- 
shell. The program was selecting those cli- 
ents in nearby zip codes who buy the types 


“I didn’t need just 
contact 
management, 
| needed 
lifetime of 
management.” 


of services that are getting price increases 
and dropping their names and addresses into 
the letter. Stoler expected to have the 500 
letters laser printed in about an hour. 

Stoler is quite enthusiastic about Nutshell, 
but as a free-standing program, it is not on- 
screen at all times. For the notes he jots 
down during most phone conversations, he 
uses Memory Mate, a memory-resident pro- 


gram that can keep to-do lists, flag appoint- 
ments, and keep phone numbers. However, 
once someone goes beyond a call or two, 
Stoler copies their records from Memory 
Mate to Nutshell. 

Stoler prefers not to use Memory Mate for 
all his contact files because he is uncomfort- 
able working with a program that is memory 
resident or always available even if he is 
working in a different program. ‘“‘There’s 
too much confusion. I’m afraid I'll hit a key 
when I shouldn’t,’’ he says. ‘‘And memory- 
resident programs can interfere with other 
programs.”’ 


LISTS ON PAPER AND SCREEN 

A contrasting view is provided by Denver 
geologist Thomas Ballard, who recently 
switched to a new program for contact man- 
agement simply because it is memory resi- 
dent. A Macintosh user, Ballard bought 
QuickDEX because he wanted a program 
that would always be on his desktop, re- 
gardless of what program he was using. 
QuickDEX is a simple flat-file database in 
desk-accessory form that can be formatted 
for a variety of fields. 

Ballard’s contact list is limited to about 
100 names, and he uses the program as a 
simple name, address, and phone-number 
list. He ignores the program’s useful auto- 
matic dialer and doesn’t miss the mail- 
merge capabilities that the program lacks, 
since he never does any mass mailings. 

The centerpiece of Ballard’s contact- 
management system remains a notebook, 
however, not a computer program. The 
Day-Timers pocket notebook system (Day- 
Timers Inc., [215] 395-5884) is the basis of 
his record keeping, so much so that before 
turning to QuickDEX, Ballard used the Day- 
Timer Computerized Address and Phone Di- 
rectory program simply because it printed 
out forms that would fit in his pocket 
notebook. 

The notebooks are designed to allow a 
daily log of appointments, to-do lists, and 
memos; and Ballard, who puts together min- 
eral exploration deals and is in the field a 
lot, is dependent on a book he can slip in 
and out of his pocket. 

“Tm in and out of town a lot, so I write 
all of my records in my book,’’ he says. 
Ballard uses the notebooks instead of the 
computer to keep lengthy records about his 
clients, colleagues, and business activities, 
but keeps names, addresses, and phone 
numbers ready with QuickDEX. 


CONTACT OVERKILL 

James Shrybman is a Takoma Park, 
Maryland, attorney who, like Ballard, has a 
preference for paper, but organizational re- 
quirements that call for a computer. He pre- 
fers keeping contacts on paper because not 
all of the attorneys and caseworkers on his 
staff even have computers at their desks, 
and the computers that are there are not 
networked. 
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Shrybman specializes in private and agen- 
cy adoptions and other matters involving 
children, so he must keep files of birth par- 
ents, adoptive parents, and, in many cases, 
more than one set of pseudonyms for confi- 
dential adoptions. But since his home office 
includes two other attorneys and several 
caseworkers, he needs a contact system that 
is accessible to the entire staff. 

Shrybman bought dBase III Plus, a rela- 
tional database program known for its abili- 
ty to do everything and its resistance to easy 
programming by computer amateurs, and 
hired a consultant to set up his system. In 
two hours of work at about $60 an hour, the 
consultant had created a ‘‘Rolodex system’’ 
that keeps the firm’s contact files on disk 
and prints out Rolodex cards—with names, 
addresses, and phone numbers—for each 
person on staff. 

Staff members use special forms to report 
address changes to the secretary, who up- 
dates the file and prints out new cards for 
everyone. Shrybman views his contact sys- 
tem as one in the midst of transition. He’d 
like to keep all his records together, but, 
even though (or perhaps because) his prac- 
tice is very busy, he doesn’t want to spend 
the time and money to buy computers for 
everyone, network the machines, and train 
the staff. 

Shrybman’s example speaks to setting 
things up the way you eventually want them 


as soon as possible. It’s as though he 
doesn’t have the time to do his contact list 
right, now. He realizes that using relational 
databases as powerful as dBase can be an 
‘“‘atomic flyswatter’’ approach to contact 
organization. 


One newsletter 
publisher says he 
can personalize 
and print out 500 
letters an hour. 


DEDICATED CONTACT SOFTWARE 

The most obvious alternative to the tailor- 
made (and occasionally consultant-depen- 
dent) systems are those software packages 
designed specifically for contact manage- 
ment. Perhaps the most persuasive argument 
for the dedicated contact systems that are 
already formatted for address files is the fact 
that many programmers—who get paid to 
set up other people’s contact systems—use 
them, rather than tailoring their own 
programs. 

‘It would take me about 100 hours of 


work to set up a system like this in a gener- 
alized database,’’ says Stamford, Connecti- 
cut, computer consultant and trainer An- 
drew Kaplan of his ACT! software, which 
automates many of the activities necessary 
in contact management. 


Pid j , 
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ACT! (Activity Control Techitology) en- 
ables Kaplan to track his contacts and activi- 
ties without entering anything more than 
once. It’s a huge database that has been 
customized for customer-contact purposes. 
For example, the program can create and 
store documents for mail-merging with its 
contact lists. 

Kaplan puts everyone he knows in ACT! 
and goes beyond the name, address, and 
phone-number basics. He enters personal 
data—such as birthdays, children’s names, 
and the like—about everyone as he discov- 


TIPS FOR SETTING UP YOUR OWN CONTACT LIST 


Are you ready to start? 

If this article has inspired you to set up your 
own computerized contact system, here are 
some suggestions from people who have 
learned through trial and error: 

@ Don’t get a system that’s too hard to 
learn. ‘‘You know, dBase has got to be one of 
the best [database programs] out there, but it’s 
one of the most overused programs by people 
who should not be using it,’’ says Stoler. In his 
view, many small offices never learn to pro- 
gram dBase—or any other programmable data- 
base—so they get hooked on their computer 
consultant. Every time they want to add a field 
or shift capabilities, they need to call the pro- 
grammer back in. 

© Don’t get a program that’s more complex 
than you need. If you really need just a list of 
names, addresses, and phone numbers, and 
your universe of clients and contacts is small, 
you may not need the sophisticated cross- 
referencing that a C.A.T. or an ACT! can give 
you. 

@ On the other hand, don’t use an overly 
simplistic system that makes you remember 
too much or that requires you to enter the same 
data too many times. Generally, you want to 
keep as much data as possible in the same 
place. For example, it’s best if the program 
that keeps your contact list is the same program 
that you use to keep memos and notes about 
your contacts. 

Even if your five clients and eight suppliers 
are easy to keep straight now, the day may 
come when you will be so busy you won’t be 
able to keep everything in your head. At that 
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point, it will be much harder to establish a new 
system. 

© Relational database or flat-file? If you 
simply need a list of people that you can sort by 
various criteria, a flat-file database will do just 
fine. But if you often need to look at your 
contact files on the basis of fields in different 
files—billing history one day, for example, 
and company affiliations the next—you’re 
probably better off with a relational database. 
That can take the form of a database that you 
program yourself, like dBase, or a prepro- 
grammed contact manager such as ACT! or 
C.A.T., mentioned in the main text. 

@ Memory-resident or stand-alone pro- 
gram? This is a real matter of opinion. Some 
people prefer memory-resident programs that 
remain accessible even when they are working 
in different programs; others dislike them for 
the. same reason. If you choose a stand-alone 
program, you’ll need to keep a separate file of 
numbers, even if it’s a notebook, simple file 
cards, or a printout, so that you won’t have to 
boot up and shift programs just to make a 
phone call. 

@ Don’t try to set up your list for every 
foreseeable need ahead of time. Don’t estab- 
lish a field of information until you discover it 
is really a field you want. It’s like setting up a 
file cabinet—don’t name the file folders first 
and then try to force papers into the categories. 
See which categories emerge and then name 
your folders. With contact lists, see what kind 
of information you are collecting and using, 
and only then establish fields for those catego- 
ries. (For more on filing, see ‘The World’s 


Best Filing System’’ in this issue.) 

© Keep personal data, when you collect it. 
Even though your clients are probably smart 
enough to know you always remember their 
birthdays or their kids’ names and ages be- 
cause you keep records, they will appreciate it. 
“T ve gotten more than one sale by remember- 
ing to ask about their kid in college,’’ says 
Kaplan. 

@ Remember to record all contact numbers. 
These days that doesn’t mean only a home and 
a work number, it also means a fax number, an 
MCI Mail address, a CompuServe ID number, 
and a beeper number. Even if you don’t have 
your own fax or MCI number yet, you'll be 
glad you started collecting this data. 

@ Start out with separate fields for the first 
and last names of your contacts. Otherwise you 
will never be able to sort them alphabetically. 
Keep a separate field for complete saluta- 
tions—Mr. Jones, Ms. Smith, or Marcia, if 
you are on a first-name basis—so that when 
you are mail merging a letter, you won’t have 
to type that in. 

@ About those troublesome business cards: 
Get a three-ring binder with plastic pages de- 
signed especially for business cards. It takes 
only a few minutes to browse through, and 
often you need to actually see the card to get a 
visual reminder of who the person is that 
you’re looking for. Or you can simply staple 
each business card onto a Rolodex card and 
stick it in your file. 

@ Back up religiously. If you get lazy about 
this, think about what it would do to your 
business if you lost your contact list. 


ers it. He also keeps records about how he 
acquired each name on his list. 

This is what ACT! does for Kaplan: If he 
wants to call a particular client, he selects 
that client. and the program’s autodialer 
completes the call (through his modem). 
Meanwhile, Kaplan sees an on-screen sum- 
mary of his dealings with that client, includ- 
ing a log of their calls and letters and any 
personal information that Kaplan has 
entered. 

‘*Reach?’’ the screen prompts, and if Ka- 
plan enters ‘‘s’’ (for ‘‘successful’’), the pro- 
gram automatically enters the date and time 
that the client was reached. A brief note by 
Kaplan about the nature of the conversation 
updates the log. If he and the client agree to 
talk again on a particular date, Kaplan keys 
in that information, and it is automatically 
entered in the log. A beep and a pop-up 
message will remind Kaplan when it’s time 
to make that call. Almost all of the activities 
are preprogrammed, so that a keystroke or 
two will get Kaplan through the process. 

Kaplan has his contacts coded by how he 
met them and their type of business. So 
when he wanted to send an it-was-nice- 
meeting-you letter to all the real-estate pro- 
fessionals he saw at a recent convention, he 
directed the program to select records by 
those categories and send a form letter to the 
resulting list. As ACT! printed the letters, it 
made a notation in each contact’s record of 
the date that the letter was sent. 

And it’s fast—recently Kaplan sent out 50 
letters to those real-estate professionals in 
less than an hour. He drums up business 
with about 300 ACT? letters a month, per- 
sonalizing them for the type of client that is 
the focus of his monthly marketing effort. 
To the people receiving the letters, the mail- 
merged salutations, company names, and 
other identifying details make the letters 
look as if they are individually written. 

‘This product helped organize my busi- 
ness,’’ Kaplan says. ‘‘It’s one of the things 
that separates me from all the other 
consultants.’’ 

Nevertheless, ACT! has its limitations. 
It’s not memory resident, so you have to be 
working in the program to use it. If you are 
in another program when a client returns 
your call, you have to stop what you’re 
doing and start up ACT! to get to their file. 

‘‘That can be a pain in the neck if you 
have to keep going in and out all day,’’ says 
Kaplan. But since much of his time is spent 
prospecting, Kaplan says ACT! is his prima- 
ry screen. 


ORGANIZING EVERY CONTACT 

C.A.T. (Contacts, Activities, and Time) 
is a program for Macintosh users that is 
similar to ACT!. Nancy Rathbun Scott is a 
writer, desktop publisher, volunteer, and 
PTA coordinator who recently began using 
C.A.T. to organize her personal and busi- 
ness contacts. 

“I did a lot of research before I bought 


C.A.T., says Scott. “‘I didn’t need just 
contact management, I needed lifetime 
management.’’ 

While Scott keeps fairly detailed records 
in C.A.T. about her activities, she regards 
its ability to break out smaller groups from a 
single list as its main advantage. ‘‘I wanted 
a program that would allow me to sort and 
subsort and sort again.’’ That’s an ability, 
though, that standard databases also have. 

Scott uses C.A.T. to sort her contacts into 
such categories as prospective writing cli- 
ents, prospective desktop-publishing clients, 
current writing and publishing clients, infor- 
mation sources, other freelancers, and meet- 
ing contacts. The list is subdivided into 
more specific categories that include the 


Programs 
dedicated to 


contact 
management use 
features like 
ACT!’s Snooze 
Alarm (shown 
here)—which 
pops up 
automatically to 
remind you of 
phone calls—to 
help you stay in 
touch with clients 
and customers. 


type of work the client does and how Scott 
knows him or her. 

She often uses the mail-merge features to 
send materials promoting her services to her 
various lists, carefully tailoring the form 
letter or newsletter to the group she is ad- 
dressing. And she keeps a complete person- 
al C.A.T. file that helped her contact fellow 


Devoting 
two days to 
achieve a 
lifetime of 


isn’t all 
that bad. 


Junior Woman’s Club members when she 
was fund-raising for assorted community ac- 
tivities, coordinating PTA volunteers for a 
school activity, and rushing out the invita- 
tions for her daughter’s birthday party. 


Scott records all the personal details she 
knows about her contacts. “‘I put everything 
in C.A.T., she says. ‘‘Kids’ names and 
birthdays, crazy things I’ve heard, my atti- 
tudes about the people, how they look, any 
memory trigger. It may or may not be flat- 
tering. I sure wouldn’t want anyone to read 
my database.”’ 

Scott hasn’t yet taken advantage of the 
automatic calendar, autodialer, and remind- 
er functions (similar to those offered by 
ACT!), although she intends to. Kaplan, 
who has used both programs, claims C.A.T. 
is the more difficult of the two to set up, and 
Scott says that it took her about five concen- 
trated hours with the manual to start using 
C.A.T. and another full day of work to key 
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in all of her names and files. Put in perspec- 
tive, however, two days to achieve a life- 
time of organization isn’t all that bad. 


LOOK DOWN THE ROAD TO AVOID DANGER 

Not everyone thinks they need a $400 
high-tech solution. Beverly Sklover, a 
Washington, D.C., attorney and consumer 
advocate who calls herself ‘‘the Nudge 
Lady’’ (she’s even listed in the phone book 
that way), does very well, thank you, with 
spiral notebooks. 

Sklover represents consumers who are 
having problems with their car dealers, dry 
cleaners, or anyone else. She has a broad 
range of contacts that include the customer- 
service representatives of many companies 
in the D.C. area. 

She sets up a separate page for each case 
and keeps a chronological list of her actions 
and contacts. She keeps frequently used 
phone numbers in another spiral notebook 
that also serves as a duplicate file on her 
cases. The nitty gritty of each case gets 
written down and filed in a regular manila 
file folder. 

Sklover admits that her system works 
mainly because her caseload is small 
enough—no more than 18 cases at a time, 
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SOFTWARE FOR KEEPING 
CONTACT LISTS 


Everybody maintains a list of names, address- 
es, and phone numbers. What additional infor- 
mation you keep on that list depends on your 
needs, personality, and work requirements. 
For instance, if you like to wish clients well on 
their birthdays, you'll track those days. If you 
never remember details, such as what you 
promised a customer on the phone two weeks 
ago, then keeping a phone log along with your 
contact list is a good idea. 

With so many ways to keep a contact list, no 
software list for that purpose could hope to be 
comprehensive—and this one isn’t either. 
However, we’ve listed software mentioned in 
this article and a few other programs that are 
particularly helpful for managing your 
contacts. 


DATABASE 


Any database program can work well for keep- 
ing a basic contact list. However, you probably 
won't need a full-fledged relational database 
unless you’re keeping several interconnected 
lists, such as one for names and addresses and 
a second for customer orders, and you have 
somebody to program the database (or you’re 
willing to do it yourself). A simple flat-file 
database, on the other hand, offers a good 
solution for the rest of us, since it’s easy to set 
up just the way you like it, with fields for any 
individual information you want to track. 


MS-DOS 

dBase II Plus v1.1 ($695) and dBase IV 
v1.0 ($795). Ashton-Tate Corp., (213) 329- 
8000. 

Nutshell Plus v1.0 ($295). Claris Corp./Iris 
Software Products, (617) 341-1969. 

Professional File v2.01 ($299). Software 
Publishing Corp., (415) 962-8910. 

Q&A v3.0 ($349). Symantec Corp., (408) 
253-9600. 

Reflex v2.0 ($250). Borland International, 
(408) 438-8400. 


MACINTOSH 

FileMaker Pro v1.0 ($299). Claris Corp., 
(408) 987-7000. 

Panorama v1.5 ($395). ProVUE Develop- 
ment, (714) 892-8199. 


CONTACT MANAGER 


Dedicated programs for this purpose run the 
gamut from simple, but useful, file pro- 
grams—with slots for name, address, phone, 
and some other personal information—to com- 
plex, preprogrammed, relational-style data- 
bases that automatically link information from 
various files. As with standard database pro- 
grams, you decide which type is best for you 
by first determining how interconnected the 
information is that you need to track. For 
instance, if you have lots of contacts at only a 
few companies, a good dedicated contact man- 
ager will automatically insert company infor- 
mation for each new contact person as you add 
him or her to your list. (Note: Of course, 
Managing Your Money is a personal-finance 
package, not a contact manager; but, as the 
main article relates, it includes a useful con- 
tact-list module.) 
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MS-DOS 

ACT! v2.0 ($395). Contact Software Inter- 
national, (214) 418-1866. 

Current v1.0 ($395). IBM Desktop Soft- 
ware, (203) 783-7300. 

Day-Timer Computerized Address and 
Phone Directory v1.0 ($40). Day-Timers Inc., 
(215) 395-5884. 

Managing Your Money v6.0 ($220). MECA 
Ventures, Inc., (203) 222-9150. 


MACINTOSH 

Address Book Plus v1.0 ($80). Power-Up 
Software, (415) 345-5900. 

C.A.T. v2.04 ($80). Chang Laboratories, 
(408) 727-8096. 

Managing Your Money v3.0 ($220). MECA 
Ventures, Inc., (203) 222-9150. 


MEMORY RESIDENT 


Whether you use a memory-resident solution 
on your PC or a desk accessory on the Macin- 
tosh, keeping your contact list this way offers 
one key advantage: You can get at the informa- 
tion in seconds, even if you’re working with 
another program. Note, though, that nearly all 
memory-resident or desk-accessory software 
for keeping contacts carries the power of a 
good flat-file database (at max). If you need 
the power of a relational database or a complex 
dedicated contact manager, however, and still 
want the benefits of being memory resident, 
then you’ll also need a multitasking operating 
system, such as Microsoft Windows or the 
Mac’s MultiFinder, and compatible software. 


MS-DOS 

Memory Mate v3.04 ($70). Broderbund 
Software, (415) 492-3200. 

Reference File v1.0 ($89). Reference Soft- 
ware International, (415) 541-0222. 

SideKick v1.5 ($85) and SideKick Plus v1.0 
($200). Borland International, (408) 438- 
8400. 


MACINTOSH 

DAtabase v1.5 ($130). Preferred Publish- 
ers, (901) 683-3383. 

QuickDEX v1.4a ($60). Casady & Greene, 
Inc., (408) 624-8716. 


WORD PROCESSOR OR SPREADSHEET 


These programs are the main applications for 
many people, on-screen almost all the time. So 
it’s not uncommon for someone to want to use 
the same software to manage contacts as well. 

If you’re just tracking name, address, and 
phone (and not much more)—and have fewer 
than 50 people or companies on your list—then 
it’s feasible to maintain the list as a word- 
processor or spreadsheet document. Just re- 
member to structure the list as if it were a 
database file, with a return after each ‘‘field’’ 
of information (first name, last name, and so 
forth) in the word processor or with each 
**field’’ in its own spreadsheet cell. That way, 
not only is the list easier to scan on-screen 
(looking up phone numbers, say), but it proba- 
bly can also be used for mass mailings along 
with the word processor’s mail-merge 
function. 


and as few as 6—to be manageable without 
a high degree of organization. ‘‘I only take 
cases that are really fun,” she says. 

The danger with such a low-tech ap- 
proach is that if and when your business 
grows, your contact list and activities may 
overwhelm your system. The further along 
you are, the harder it is and the longer it 
takes to back up and create a new system. 
Even if you start with a simple system, it’s 
worth making sure that you can use it to 
export data into a new program, should you 
decide to switch later on. 

Gary Green, his wife, Jo Ann Reno, and 
his stepson Keer had to rekey more than 600 
names when they decided to switch from 
SideKick, a memory-resident program, to 
Managing Your Money, a finance program 
with a contact-list module, for their Marlton, 
New Jersey, consulting business. 

They had been using Managing Your Mon- 
ey to track their household expenses and 
were dissatisfied with SideKick because its 
memory-resident nature interfered with other 
software they were using, such as another 
memory-resident program and ProComm, a 
communications program. 

Now, the three keep their billing informa- 
tion together with all of their other client 
files. Since MYM allows them to code their 
contacts with any categories they choose 
and also has a sizable note-taking function, 
they keep track of who works where, how 
they met their contacts, and how each ac- 
count is progressing. They also track birth- 
days, appointments, and other dates and ex- 
port that information to the program’s 
reminder section. 

Green occasionally prints out a phone list 
for backup, but even on the road he’s used 
to turning to MYM for client information. 
He runs it on a laptop computer and then 
transfers the information back to the main 
files they keep in the office computer. 


YOUR WAY IS BEST 

To a great extent, the ways in which 
people keep their contact files are a matter 
of personal taste. There are many programs 
that will do roughly the same things, so 
choosing the right one becomes a decision 
based on preferences and workstyles. Some 
people prefer the level of detail possible in a 
stand-alone program; others like the conve- 
nience of a memory-resident solution. Some 
want a program that can be tailored very 
specifically to their business; others opt for 
contact-specific software, preferring to have 
the tailoring done by experts before they 
buy it. Some still like the feel of paper in 
their hands but find that they need to start 
using computerized solutions. 

The best advice is that which crops up 
again and again in business situations: Find 
a system that works for you now, but make 
sure it is adaptable to change and to growth. 
For if a contact-management system is truly 
successful, it will free you to build your 
business. W 


mericans are having a love affair 
with mail-order buying. In 1989, 
nearly 92 million of us made pur- 
chases through the mail. That’s 
more than 50 percent of the adult popula- 
tion—which means that the chances are bet- 
ter than even that you bought from L.L. 
Bean, Land’s End, Sears Roebuck, or some 
other mail-order vendor this past year. 

Why is mail-order buying so attractive? 
Sometimes it’s a question of price, but more 
often the key is convenience. 

Popular Wisdom has it, however, that 
buying expensive and complicated things 
like computer systems through the mail is 
unwise—even risky. ‘“The company will go 
out of business’’ and ‘‘Don’t expect any 
warranty or service’’ are two of old Pop 
Wisdom’s most familiar pronouncements on 
this subject. 

Well, Pop Wisdom is frequently behind 
the times, and this case is no exception. The 
fact is that buying a computer system from a 
reputable mail-order supplier (of the type 
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we’ ll be discussing below) is a safe bet with 
a number of clear advantages, not the least 
of which is good service. 

Yes, you read right. Like L.L. Bean and 
Land’s End, a number of computer-system 
vendors have cottoned to the notion that it’s 
good business to sell quality products and 
back them up with a level of service that 
takes the fear out of long-distance buying. 

This article is designed to help the unini- 
tiated computer shopper pick his or her way 
through the herd of mail-order computer 
vendors and choose a reliable one. 


THE FOUR TYPES OF MAIL-ORDER 
DEALERS 

Taken as a whole, the mail-order comput- 
er marketplace offers a wide spectrum of 
choices. There are variations in style from 
‘‘Be your own tech support’’ to “‘We’ll take 
good care of you.’’ There are also several 
different types of mail-order operations in 
terms of product sourcing. Although we will 
concentrate on the types we feel we can 
wholeheartedly recommend, to help you 
sort them out, we’ll touch on them all. 

First, an important distinction must be 
made between brand-name resellers and the 
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three types of direct-sales marketers. 
Brand-name resellers can be thought of as 
cut-rate catalog stores selling (more or less) 
the same brands of equipment you see in 
stores. Since they have a lower overhead 
than most walk-in stores, they can sell at 
lower prices. Few mail-order resellers, how- 
ever, offer much customer support. Almost 
without exception, they rely on the manu- 
facturers of the products to supply technical 
help and warranty service. Furthermore, 
there are products that you can’t buy from 
mail-order resellers. Some manufacturers 
(IBM and Compaq, for example) do not 
authorize sales to these vendors; they prefer 
to work through their own dealer networks. 

Direct-sales marketing companies, by 
contrast, sell products they make (or at least 
package) themselves. As mentioned, direct 
marketers fall into three distinct categories: 
designer-manufacturers, system assemblers, 
and house-label resellers. 

The designer-manufacturers actually de- 
sign and fabricate the equipment they sell. 
System assemblers buy components from 
various sources and package them under 
their own label. Because these companies 
either manufacture or assemble their own 
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computers, they’re usually staffed with per- 
sonnel who know how the equipment works 
and can offer support. 

House-label reselleis, the third type of 
direct-sales operation, stick their own brand 
names on products they buy already assem- 
bled. Since they aren’t actively involved in 
creating these products, they tend to be less 
knowledgeable and offer less support. (We 
will not be examining house-label resellers 
in detail.) 

How can you distinguish the three types 
of direct-sales companies? Not by looking at 
their ads. You must call the vendor and 
ask—or confine your choices to the ones we 
cover. 

Let’s take an in-depth look at the advan- 
tages and disadvantages—the rewards and 
risks—of long-distance versus walk-in pur- 
chasing. 


REWARDS 

When we think of the benefits of buying a 
computer via mail-order, most of us think of 
low prices. And, indeed, low prices are one 
advantage of buying computers through the 
mail—although less so than in the past. 
(Like Japanese auto manufacturers, direct- 
sales computer firms got their feet in the 
door by offering low, low prices. Now that 
they are established, both groups are using 
their reputations to sell higher-priced—and 
better-endowed—products.) There will 
probably always be a price advantage with 
direct sales, because of low overhead and 
the absence of middlemen, but for many 


CompuAdd 

CompuAdd, founded in Austin, Texas, 
by a former Texas Instruments engineer, 
began life in 1982 as a direct-sales marketer 
of microcomputer add-on components, such 
as disk drives and modems. By 1984, the 
company had begun to sell complete, cus- 


48 HOME-OFFICE COMPUTING 


direct-sales computer firms, the trend has 
been away from price, per se, toward value. 

Convenience and Service. Wherein lies 
that value? Largely in convenience and cus- 
tomer service. It is easy—convenient—to 
buy by picking up the phone and dialing a 
toll-free number; easier, in most cases, than 
making a trip to the local walk-in dealer- 
ship, which not every community will have. 

As for service, most of the larger, more 
successful direct marketers have made this 
their cornerstone and will continue to do so. 
Being able to call virtually anytime to ask 
questions of trained personnel—some of 
whom may have even designed the equip- 
ment—is an extremely valuable advantage. 

No direct-sales computer vendor worth 


PROFILES 
OF FIVE COMPANIES 


To help you make a safe choice, we have 
compiled profiles of five leading direct- 
sales computer vendors in the United 
States. 

At the end of each profile you will find 
specific information on the company’s 


warranty, service, and support policies as 
well as the model number and price of a 
‘*standard’’ system consisting of an 
80386SX running at 16 MHz, equipped 
with MS-DOS 3.3 or higher, a 5.25-inch 
1.2MB floppy-disk drive, a 40MB hard- 
disk drive, IMB of RAM, VGA display 
circuitry, and a color VGA monitor. 


tom-assembled computer systems. Compu- 
Add has now become a true designer-manu- 
facturer, actually producing its own system 
and other boards. Although most Compu- 
Add designs are conservative, the company 
has developed the HardCache/ESDI hard- 
disk controller, which significantly im- 


mentioning offers less than a full year’s 
warranty on its products. More than that, 
though, when computers need to be re- 
paired, the better direct-sales companies of- 
fer truly efficient and timely service. In the 
best cases, this means next-day, profession- 
al on-site service (yes, in your office). An- 
other excellent policy offered by a number 
of direct sellers is overnight shipping of 
replacement components. At the very worst, 
you'll have to ship your system to the manu- 
facturer for service, which may (or may not) 
be more costly and time consuming than 
returning the system to a walk-in dealer or an 
authorized repair facility. (Some direct sell- 
ers pay all freight on repair returns during the 
warranty period; others require customers to 
pay the freight to the factory.) 

Product Integrity. Another advantage to 
buying directly from the equipment’s manu- 
facturer is product integrity. When you buy 
direct, you get the components—the disk 
drives, the RAM chips, the display sys- 
tem—that the system’s designers thought it 
should contain. Although many computer 
buyers are unaware of this, many walk-in 
dealers achieve their temptingly low prices 
by buying bare-bones products and equip- 
ping them with cheap components or by 
removing components supplied by the man- 
ufacturer and substituting inferior parts. 
Aside from the question of what’s the best 
disk drive (or whatever) to have, when you 
buy direct, you know that the equipment you 
select was designed to operate as a coherent 
package. 


proves disk-access time. 

While mail-order sales constitute the bulk 
of its business, CompuAdd has recently 
moved into retail sales, opening more than 
70 ‘‘Superstores’’ nationwide in a little 
more than a year. The marketing philosophy 
is to offer a full range of products and to 
accommodate the customer in every way 
possible. Revenues in 1989 were approxi- 
mately $400 million, making CompuAdd 
one of the largest computer-marketing firms 
in the country—of any stripe. 

Phone: (800) 627-1967 

Warranty: One year; 30-day, no-ques- 
tions-asked money-back return policy. 

Service: Overnight (Federal Express) re- 
placement of defective parts or entire sys- 
tems (at company expense) for the first 90 
days. Ship-back (customer pays freight one 
way) for remainder of warranty period. 
Third-party, on-site service available for all 
systems; included free with some systems 
(including all 386s). . 

Support: Toll-free telephone technical 
support, 8:00 a.m. to 7:00 p.m. Central 
time, Monday through Friday. 

Standard SX System: Model—316s; Price— 
$2,029 (plus 2 percent [$41] shipping). 


THE 10 COMMANDMENTS OF MAIL-ORDER BUYING 


The 10 precepts below, if followed, will go a 
long way toward ensuring you a satisfactory 
mail-order computer shopping experience. 


1. Decide what equipment you need for the 
work you are doing—or plan to do. For example, 
a 10-MHz 80286 type of computer is not a wise 
choice if a fair part of your work will be 
desktop publishing. At minimum, you should 
be thinking of a 16-MHz 386SX machine. 

2. Set a realistic budget, neither too high nor 
too low. It’s wise to develop and allocate your 
budget thoughtfully. Most systems include a 
video subsystem and a hard-disk drive, but 
make sure you’re getting the ones you need. 
Spend as much as you need to get what you 
require. Saving money for its own sake is 
unwise; you'll end up making pound-foolish 
purchases. 

3. Gather information from all possible 
sources. Talk to knowledgeable friends. Seek 
advice from more than one person. There’s as 
much chauvinism among computer folk as 
among, say, automobile or motorcycle 
enthusiasts. 

Shop magazines and local stores, and read 
reviews. It may be helpful to make lists, com- 
paring equivalent systems by price and type of 
vendor. 


RISKS 

Without beating the drum too loudly, I'd 
like to stress my belief that if you buy from 
a reputable company, like the ones profiled 
in this article, the risks are few. Not every- 
one, of course, will choose this safe route, 


4. Be leery of prices that strike you as inordi- 
nately low. It’s an old saw by now: If a deal 
seems too good to be true, it probably is. 
Computers are complex gadgets. Don’t expect 
to get a reliable system from a reputable com- 
pany at an absurdly low price. 

5. Check out companies whose ads look 
promising. Call the company and ask for de- 
tailed information about the products and ser- 
vice it advertises. One item to be sure to check 
is the cost of shipping. Some companies tack 
on as much as 3 percent of the system cost to 
cover shipping; others ship for free. Be sure 
also to get a clear statement of return policies. 

Note the courtesy (or lack thereof) with 
which you are treated, even if you are only 
requesting information. There are courteous 
crooks, of course, but you surely don’t want to 
do business with a company that tolerates dis- 
courteous employees. If you have doubts, call 
the Better Business Bureau in the company’s 
city and ask about complaints. 

6. When placing an order, take the salesper- 
son’s full name. Get a firm price, request an 
order number, and demand detailed informa- 
tion about time, method, and cost of shipment. 

The more information you get about your 
order, the better control you'll have in case 
problems arise. Have the salesperson repeat 


primarily because there is one compelling 
reward to be culled from shunning it: super 
bargain prices. That said, let’s examine 
some points on the risk side: 

Hands-on Tryout. Catalog descriptions 
can’t replace hands-on experience, an unde- 


every detail of your order back to you. Don’t 
accept approximations of price or product 
availability. Be wary of companies that give 
you doubletalk about shipping dates. Many of 
the big direct-sales houses ship within 24 to 48 
hours of an order; some manage to ship the 
same day. 

7. Always pay by credit card. If (despite all 
this good advice) you end up in a dispute with a 
vendor, your credit card company will usually 
back you up, bringing its considerable clout to 
bear on your behalf. Most credit card services 
will issue you a credit until the matter is re- 
solved. Further, some national credit cards are 
still doubling manufacturers’ warranties. 

8. Keep a complete file on your purchase, 
including the ad that started it all. If problems 
arise, the longer the paper trail, the easier it 
will be to resolve them. 

9. Keep the original cartons and packing ma- 
terial. As much of a pain as it may be to store 
bulky shipping cartons, you'll find it worth the 
inconvenience should you ever have to send 
your system back for repair. 

10. Hold on to warranty cards long enough to 
test the equipment. If you mail in the cards 
immediately and the equipment misbehaves, 
you may well have to settle for warranty repair 
instead of replacement. 


niable asset that walk-in dealers offer. After 
all, what looks good in a picture may not 
suit you in real life. Computers have person- 
alities: There are questions of display quali- 
ty, keyboard feel, noise level, cosmetics, 
and size that may influence your purchase 


Swan Technologies 

Founded as Tussey Computer Products, 
Limited, in 1984 in a garage in State Col- 
lege, Pennsylvania, Swan Technologies has 


The Swan 
386 SX 


grown from a small-scale retailer of soft- 
ware and peripherals to a full-service di- 
rect-sales business featuring the Swan brand 
of computers assembled from components 


made by other manufacturers to Swan’s 
specifications. The Swan catalog is as ex- 
tensive as CompuAdd’s, and the service 
policies are virtually identical. Intensive ad- 
vertising of Swan computers has resulted in 
the small company’s rapid growth with 1989 
sales of more than $30 million. This is far 
from the Fortune 500, but the trend is 
upward. 

Don’t look for exciting innovations or 
warp-10 performance in Swan computers. 
Rather, the company’s goal is to offer solid, 
reliable machines at low prices and back 
them up with conscientious service and a 
full line of peripherals and ancillary 
products. 

Phone: (800) 468-9044 

Warranty: One year; 30-day, no-ques- 
tions-asked money-back return policy. 

Service: All Swan 286, 386, and 486 sys- 
tems are covered by third-party, on-site ser- 
vice contracts, subject to certain geographi- 
cal limitations. 

Support: Toll-free telephone technical 
support, 9:00 a.m. to 9:00 p.m. Eastern 
time, Monday through Friday. 

Standard SX System: Model—Swan 386 
SX; Price-$1,895 (plus 3 percent [$38] 
shipping). 
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decision. At a computer shop you should be 
able to try out the equipment to your heart’s 
content. 

The direct-sales answer to this is the 15- 
or 30-day money-back guarantee that many 
companies offer. This offsets the walk-in 
dealer’s advantage to some degree, but 
there’s the nuisance of returning the equip- 
ment if you don’t like it and wondering if 
you're really going to get your money back 
quickly and painlessly. 

Order Foul-ups. You might not get every- 
thing you paid for—or you might get things 
you didn’t ask for but were charged for— 
and end up with heartburn and a big head- 
ache before the matter is resolved. With a 
bit of sense and good advice (see ‘‘The 10 
Commandments of Mail-Order Buying’’) 
you can keep these ailments to a minimum. 

Faulty Equipment. Your order could arrive 
damaged or in nonworking condition. This 
means telephone calls, return authoriza- 
tions, repacking, shipping, and lots of lost 
time. As it happens, a fair percentage of 
problems can be fixed over the telephone— 
if the company you buy from is one that 
offers competent telephone consultation. 

Don’t assume, by the way, that buying 
from a walk-in dealer protects you from this 
risk. Of course, if you insist that the dealer 
set up and run the system before it leaves 
the store, you can minimize but not elimi- 
nate the risk of faulty equipment. 


WHAT KIND OF BUYER ARE YOU? 
The decision about a computer system 


Micro Express 

This company, established in 1986, has 
devoted itself exclusively to assembling 
low-cost, high-performance computers. It 
does little advertising, relying on magazine 
reviews and word of mouth to make the 
Micro Express name known. A relatively 
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vendor—amail-order versus walk-in, name- 
brand versus no-name—ultimately rests on 
what kind of buyer you are. 

If you’re new to computers, you’ll want 
to sit down with a friendly person who can 
show and tell. You can get some of that 
over the phone, but it’s likely that you’ll 
feel more comfortable actually using a piece 
of equipment in the company of a knowl- 
edgeable guide before buying it. That is 
something a good walk-in dealership can 
offer. 

On the other hand, you might resemble a 
friend of mine who recently decided to start 
a home-office desktop-publishing business 
on a nickel-and-dime budget. For hardware 
he needed a PostScript laser printer and a 
fast computer with VGA graphics. He found 
a factory-new but discontinued printer (risk) 
at a steep discount (reward) and a mystery 
brand (risk) 20-MHz 80386 computer sys- 


tem (VGA subsystem included) from a 


small mail-order company (risk) at close to 


$1,000 less than any of the big-name prod-— 


ucts (reward). Yes, he had some initial 
problems with the computer, but the compa- 
ny made good. There were a lot of phone 
calls and some stress; the computer ended 
up traveling back and forth across the coun- 
try a couple of times—with the buyer pay- 
ing freight one way—but my friend got 
what he needed with the cash he could af- 
ford to spend. 

Most of us probably fall somewhere in 
between. We have some knowledge, but 
we’re not big risk takers. We want to spend 
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modest advertising budget, a standard work 
week (no nights, no weekends), and plain- 
folks cosmetics help keep costs down. Mi- 
cro Express produces a full line of desktop, 
laptop, and portable computers and offers a 
15-month warranty and toll-free technical 
support. 


our energy on the business, not the equip- 
ment, and downtime is just too costly. On 
the other hand, we’d like some dollar sav- 
ings and the convenience of telephone shop- 
ping. For such a buyer the question be- 
comes: How much of an “‘‘insurance policy”’ 
in the form of a premium-priced, direct- 
sales computer are you willing to pay? 
These top-drawer computers cost less than 
equivalent store-bought machines, but bar- 
gain mail-order products cost even less. 
Prices for premium and bargain direct-sales 
systems with virtually the same specs and 
features differ by as much as $1,000. Is the 
extra money worth the comfort of knowing 
that your vendor is a well-established com- 
pany with a fine reputation for customer 
service? Probably so, but in the end only 
you can set your priorities. 


THE CHOICE IS YOURS 

Whether you shop from our list of safe 
choices or sail less well-charted waters in 
search of better bargains, follow the sensible 
rules in ‘‘The 10 Commandments of Mail- 
Order Buying.’’ With the right precautions, 
you have every reason to expect a good 
long-distance-buying experience. In most 
respects, this way of doing business pro- 
duces a lot less stress than trotting in and out 
of stores and listening to sales pitches. 
Shopping for the right system at the right 
price and right terms needn’t be a chore. 
Doing it by phone—especially armed with 
the knowledge gathered here—should help 
make it a civilized experience. 


One reason to give Micro Express serious 
consideration before you buy your next 
computer is the company’s policy of imme- 
diately shipping a replacement board if war- 
ranted by telephone diagnosis. Of course, if 
you prefer not to perform the surgery, you 
can send the entire computer back for ser- 
vicing. This efficient service policy and the 
15-month warranty should be comforting to 
the potential direct-sales buyer. 

Micro Express—the smallest company in 
this group, with 1989 revenues of about $25 
million—has just moved into a new facility 
and is moving in the direction of designer/ 
manufacturer status. Its 386SX systems 
boards are proprietary designs, though as 
yet Micro Express farms out fabrication of 
the boards. 

Phone: (800) 642-7621 

Warranty: 15 months; 30-day, no-ques- 


_tions-asked money-back return policy. 


Service: Overnight replacement of defec- 
tive parts at Micro Express expense; ship- 
back service when necessary (Micro Ex- 
press pays freight both ways). 

Support: Toll-free telephone technical 
support, 8:00 a.m. to 6:00 p.m. Pacific 
time, Monday through Friday. 

Standard SX System: Model—ME 386-SX/ 
SL; Price—$1,799 (plus UPS shipping; Micro 
Express will quote firm shipping charges). 


Accounting Software 
So Sophisticated It Even 
Lets You Multiply 
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_ Sal business will get off to As your business grows by leaps and bounds, tit Even the most sophisticated breed 
a Jackrabbit start with ACCPAC® Bedford® move up to ACCPAC BPI® Of business is handled by ACCPAC® Plus. 


The simple truth is, the business of “outstanding value’ 


business is to grow. The sad truth is, 

ay most accounting 
software can’t handle 
that. Built-in 
obsolescence seems to 
be a standard feature. 

Which is the most 
compelling reason to 

4 consider the ACCPAC® 
line. Because it is precisely that: a line. 
A smooth, efficient path for expansion. 
Allowing you to transfer data when you 
trade up. 

The starting point is ACCPAC Bedford. 
Its quick set up and ease of use prompted 
InfoWorld to praise it as a “cut above” 
the competition. 

As you grow, take your data with you 
and trade up to a 6-module workhorse: 
ACCPAC BPI Accounting. Fast and 
comprehensive, PC World calls it an 


Finally, our powerhouse ACCPAC 
Plus offers predesigned, off-the-shelf 
solutions for a wide variety of 
businesses. Rated “best in its class” by 
InfoWorld, Plus offers the ultimate in 
power and control. 

One more thing. 

Every ACCPAC product comes with a 
terrific feature the competition can’t 
match: the support and stability of the 
world’s leading independent software 
company. 

To find out more, call 1-800-531-5236. 
In Canada, call 1-800-663-6904. We'll 
tell you more about ACCPAC and what it 
can do for your business. Namely, help 
it grow. 


ASSSUTER 


Software superior by design. 


© 1989 Computer Associates International, Inc., 1240 McKay Dr., San Jose, CA 95131 
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Zeos 

With the help of an intensive advertising 
campaign over the past three years, Zeos, a 
company founded about 10 years ago as a 
parts manufacturer, has become an impor- 
tant player in the high-performance comput- 
er system market. Good reviews of its first 


generation of computers aided in the compa- 
ny’s rapid growth. And success hasn’t 
spoiled Zeos. Quite the contrary, the re- 
views for the current generation of products 
still rate Zeos at the upper end of the scale. 
Zeos initiated the customer-service feature 
of a toll-free technical hotline open 24 hours 


a day, 365 days a year. 

Although Zeos’s first computers were as- 
sembled from other companies’ components 
(such as American Megatrends system 
boards), the company now makes its own 
system and I/O boards and stands solidly in 
the ranks of the designer-manufacturers. But 
regardless of how the computers are made, 
Zeos is intent on producing the all-around 
fastest and most reliable computers. The 
company hasn’t quite achieved this goal, but 
it’s not far off. Zeos’s game is computers, 
nothing else. 

The growth of the company is clearly told 
in the annual computer sales figures: $1.7 
million in 1987, $11.84 million in 1988, 
and $34.39 million in 1989. The sharp up- 


® ward trend continues in 1990. 


Phone: (800) 423-5891 

Warranty: One year (keyboard, five 
years); 30-day, no-questions-asked money- 
back return policy. 

Service: Overnight replacement of defec- 
tive components; ship-back service (buyer 
pays freight one way); on-site service avail- 
able as extra-cost option. 

Support: Toll-free, 24-hours. 

Standard SX System: Model—386SX; 
Price—$1,995 (plus $35 shipping). 


Dell 

Dell Computer’s is a great entrepreneurial 
story. Starting with $1,000 of capital in a 
dormitory room at the University of Texas, 
Michael Dell built his company in only five 
years into one of the giants of computer 
manufacturing and sales. The company’s 
reputation as a direct-sales firm that cares 
goes back to its earliest days, when its name 
was PC’s Limited and the extent of its man- 
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The Dell 316SX 


ufacturing was putting labels on mystery 
boxes. But Michael Dell stood behind those 
computers, and before long he was design- 
ing and manufacturing his own. 

Whereas CompuAdd has maintained a 
kind of ‘“‘plain folks’? image, Dell has 
moved upscale. Dell’s advertisements, 
product documentation, and the computer 
systems themselves are slick. The Dell 
brand has in a short time developed a certain 


cachet, yet the company hasn’t forgotten 
that customer satisfaction is still the overrid- 
ing concern. 

Recently, however, the company did 
make a misstep, forgetting its origins in an 
effort to break into a new marketplace. It 
dedicated a sizable budget to developing 
high-performance, advanced-technology 
workstations and file servers. This effort has 
apparently been abandoned in favor of a 
return to mainstream microcomputer prod- 
ucts. In addition to a full range of high- 
performance microcomputers, Dell’s prod- 
uct line includes printers, monitors, and 
add-in cards. 

Dell, headquartered in Austin, Texas 
(with subsidiaries in Canada, France, Great 
Britain, and West Germany), reported reve- 
nues of about $250 million in 1989. 

Phone: (800) 284-1190 

Warranty: One year; 30-day, no-ques- 
tions-asked money-back return policy. 

Service: Overnight replacement of defec- 
tive parts or free third-party, on-site ser- 
vice—at Dell’s discretion—for the duration 
of the warranty. 

Support: Toll-free telephone technical 
support, 7:00 a.m. to 7:00 p.m. Central 
time, Monday through Friday. 

Standard SX System: Model—316SX; 
Price—$2,249 (shipping included). 


I’m Worth 


ro 


wo of the most difficult issues I’ve 

faced in starting a business as a 

writer and publishing consultant 

were determining how to price my 
services and how to get paid. 

Consider this situation: One of our clients 
is a major publishing company that was 
thinking of launching a new magazine. The 
company had asked my partner and me to 
consult on its potential circulation, advertis- 
ing base, and editorial focus. 
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Sounds fairly straightforward, right? All 
we had to do was set an hourly rate and start 
the clock ticking. 

Well, not exactly. The publisher is locat- 


FUTURE ON MY OWN TITLES 


Setting Up a Communications System 


Shopping for Supplies 
Making The Business Work 


Setting and 
Collecting Fees 
Are Tough Tasks 


Getting Paid 


ODIT RICH 


ed more than 1,000 miles away, which 
meant that there would be a great deal of 
travel involved for any face-to-face meet- 
ings. And, we soon found out, the publisher 
had also engaged another consultant to work 
on the same project. Was he charging more 
than we were asking, or was his rate way 
below ours? This was more than just casual 
interest. If he was charging significantly less 
than our rate, he might have been endanger- 
ing our future billings with the client. 
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ILLUSTRATION BY DENNIS DITTRICH 


SETTING CONSULTING FEES 

When we started our business, we set our 
hourly consulting rate at $100. Where did 
that figure come from? We each wanted to 
net a six-figure salary—before book royal- 
ties, which are almost impossible to esti- 
mate, and thus treated as gravy. We as- 
sumed we’d work eight billable hours a day. 
Sitting down before an electronic spread- 
sheet, we listed every predictable business 


expense—salary, a monthly check to the - 


IRS, insurance payments, utilities, and sup- 
plies. To reach our income goal after ex- 
penses, my partner and I figured that we each 
had to earn about $800 for each day we 
worked. 

After inquiring, we found that a rate of 
$100 per hour was slightly higher than aver- 
age for the sort of work we were doing, yet 
we thought that our credentials and quality 
of work would support that rate. 

Next we ran into a few finer points of 
billing. For example, if the client asks us to 
produce a report or analyze a document, the 
arithmetic is simple: We track the hours we 
work and send a bill. 

But in the case of our distant client, we 
were both asked to meet with corporate 
executives and discuss our sometimes dif- 
ferent views of the world. Should we still 
have charged at our $100 corporate rate, or 
doubled it since both of us would be 
working? 

After some agonizing, we decided that we 
had to charge twice our corporate rate; oth- 
erwise, our effective yield per hour would 
have dropped by 50 percent. Our client 
didn’t balk at that, and we’ve now made it 
company policy to bill $200 an hour when 
we're both present at corporate meetings. 


TRAVEL EXPENSES 

What about travel expenses? It took me 
about six hours to get from my office to the 
client’s door, including the trip to the airport 
and flying time. Who owns that time? And 
then there’s a hotel room for the night. Do I 
bill for sweet dreams? 

Many consultants bill for a full-day’s rate 
any time they travel and/or work for a cli- 
ent. As new players in the consulting busi- 
ness, we chose instead to bill for actual 
hours on the clock, including travel time. 
The meter starts ticking when we leave our 
office and stops when we get to the hotel 
room. It starts again when we leave the 
hotel for the client’s office. In this case, we 
billed for 12 hours of travel and 2 hours of 
consulting—plus any hotel and meal ex- 
penses incurred. 

Whenever possible, I try to work on be- 
half of the client while traveling. I carry a 
full briefcase and a laptop computer. 

What level of luxury is a consultant per- 
mitted while traveling? On a short flight, the 
difference between a coach seat and a busi- 
ness or first-class seat doesn’t seem worth 
several hundred dollars—you can buy a lot 
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PRICING RESOURCES 
FOR PROFESSIONALS AND 
CONSULTANTS 


The two organizations below offer assistance 
to members on such professional questions as 
how to set fees, get referrals, find credit, hire 
help, and set up an office. Both offer publica- 
tions, newsletters, seminars, and conferences 
featuring business experts, and have branch 
offices around the country. 


American Association of Professional Consul- 
tants, 9140 Ward Pkwy., Kansas City, MO 
64114; (913) 648-2679. 


Institute of Management Consultants, 230 
Park Ave. #544, New York, NY 10069; (212) 
697-8262. 


Below are two books written by Howard 
Shenson, known as ‘“‘the consultant’s consul- 
tant.’’(For more on Shenson’s views on pric- 
ing, see ‘Should You Charge More for Your 
Services?’ in the May issue.) 


Contract and Fee-Setting Guide for Consul- 
tants and Professionals, $39.95, John Wiley & 
Sons, 1990. 

Economics of Consulting: Fees Charged & In- 
comes Earned, Free, 20750 Ventura Blvd., 
Suite 206, Woodland Hills, CA 91364; (818) 
703-1415. 


of scotch with the difference. But on a 
coast-to-coast or international flight, those 
big padded seats with extra pillows and 
blankets are appealing. 

Many companies limit reimbursement to 
coach fares, but it doesn’t hurt to inquire. 
One client sent me to Asia first-class last 
year—40 hours of luxury air travel. I repaid 
my benefactor with an alert performance. 


SETTING WRITING FEES 

Setting prices for magazine, book, and 
newspaper writing is not quite as clear-cut, 
mainly because we agree to a fee in advance 
without knowing exactly how long the work 
will take. 

When we agree to write a book, we es- 
sentially work at a loss. The advance rarely 
covers the work we put in. We’re gambling 
that our early effort will pay off if the book 
sells well. Since we’re committing to major 
expenditures of time, effort, and money, we 
always insist on a contract from the publish- 
er. But we’ve found that the larger the pub- 
lisher, the longer it takes to get a contract 
drafted, approved, and signed, and to col- 
lect the advance against royalties. 


CONTRACTS AND COLLECTION 

When the work is done, I send bills 
promptly and maintain an accounts-receiv- 
able database on my computer. But I always 
worry about getting paid. 

Of our three largest consulting arrange- 
ments, for example, we signed a contract on 
only one. It spells out exactly what the 
client expects, what we promise to supply, 


and the terms of payment. This client as- 
signed us a purchase-order number and al- 
ways promptly paid us. 

The other two consulting clients verbally . 
agreed to our hourly rate and immediately 
commissioned some work. In both cases, 
we took a deep breath and went ahead with 
the project; a completed report was on each 
client’s desk within a week, together with a ` 
bill. In both cases, we received payment a 
few weeks later and have since had no prob- 
lems with this ad hoc arrangement. 

More than once we have rushed to com- 
plete a book before we received an unsigned 
contract from the publisher. In one case, the 
book was already in stores across the coun- 
try before we had signed a contract. Our 
protection here is primarily based on our 
literary agent’s long-term relationships with 
publishers. When the agent gives us the go- 
ahead, it is almost as good as having a 
check in hand. 

The weakest links in our income chain are 
magazine and newspaper assignments. 
About once a week an editor-in-panic calls. 
A major cover story somewhere has fallen 
through; can we help out? If we say yes, we 
must drop everything to accommodate the 
client. We get up early, stay up late, run up 
huge phone bills. In some cases, we even 
fly cross-country—using the most expensive 
last-minute airfares—and pay for it all our- 
selves up front. 

Then we wait for payment and reimburse- 
ment. And wait. And wait. Many magazines 
pay on publication, which can be months 
after a piece has been accepted. 

In 20 years as a writer, I have never been 
stiffed for a fee. But there have been times 
when I’ve wondered if I was headed for a 
court date over payment—and what a judge 
would say if I couldn’t produce a contract. 

I try to keep detailed notes on all billing 
discussions with clients. To whom did I 
talk? When? On what amount did we agree? 
When was it to be paid? If possible, I follow 
up by sending a letter to confirm the deal. 
The best protection we have—both to main- 
tain our rates and get paid—is to perform 
good work. The better it is and the more 
intimately linked we become to the business 
of our clients, the quicker we are paid. 

We’re riding a crest right now. Virtually 
100 percent of our working time is billable 
to clients. Since we work from home, we 
have minimal expenses. We’re working 
more than eight hours a day, five days a 
week—making the income we want. W 


COREY SANDLER is president of Word 
Association, a consulting and editorial-services 
company based in Holliston, Massachusetts. 
Current books include the best-selling Ultimate 
Unauthorized Nintendo Game Strategies series 
(Bantam Books), Inside Allways (John Wiley & 
Sons), Inside Draw Perfect (Bantam Books), and 
Desktop Publishing with Microsoft Word (Dow 
Jones-Irwin). 
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THE 200GX. 
NEVER BEFORE HAS COLOR 
BEEN So Easy To USE. 


Citizen’s done it again. This time tuming the use of 9-wire technology As you've come to expect from Citizen, 
into virtual child’s play with our newest printer, the 200GX. paper handling is exceptional; with convertible 
All our new printers are equipped with Command-Vue™ control  push/pull tractor, bottom feed, paper parking, 
panels; the easiest in the industry to use. Equipped with Command- and continuous paper tear-off features. 
Vue II™, the 200GX displays plain English prompts and moves you Top all this off with a suggested retail 
from function to function with the simple flip of a switch. price of under $300, a rest-assured 24-month 
What’s more, every 200GX includes Citizen's exclusive Color On parts/labor warranty, and you've got a 9-wire 
Command™ feature which, combined with — = printer that’s as easy to sell, as it is 
our user installed color option kit, provides £ THe ermzeN 2006x -= hard to beat. 


Contact your authorized Citizen 
distributor or call 
1-800-556-1234, extension 34 (In 
California, call 1-800-441-2345, 
extension 34). Find out how 
the 200GX can paint a more 
colorful profit picture for you. 


vivid results unrivaled by the competition. l 3 
Its two draft fonts and three 

letter fonts are delivered with 
superior print quality. Superior is 

` also the word which best 
describes its 213 cps super 
high speed draft and 40 cps 
near letter quality output. Not 
to mention throughput which 
rivals that of printers costing 
much more. 


©1990 Citizen America Corporation. 
Citizen, Color On Command, Command-Vue and the 
Citizen logo are trademarks of the Citizen Watch Co. Ltd 
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All around the world, 
travelers are making the 
travel planning connection. 


66 As Chairman of the Board and CEO, I don’t like 
to waste time in travel planning! With the OAG 
ELECTRONIC EDITION Travel Service, I can find the 
best fare for the exact flight and date I’m traveling in 
seconds. These savings have added up to thousands 
of dollars over the last year alone! 99 


—David R. Henkel 
Miles, Illinois 


66 I’ve been spending less time on my travel budget 
than the other managers in my department, and my 
estimates have been more accurate than theirs, 
thanks to the OAG ELECTRONIC EDITION Travel 
Service! 99 


— Conrad L. Macina 
Dover, New Jersey 


We could tell you why the OAG ELECTRONIC 
EDITION TRAVEL SERVICE is your comprehensive 
source for planning, booking and researching 
travel. How it can help you choose the lowest fare 
for the exact flight and date you want. And how it 
does everything from locate last minute vacation 
close-outs to tell you what's happening at airports, 
hotels and in town—all around the nation. 


But we're letting you hear it right from the experts...the 
satisfied users of the OAG ELECTRONIC EDITION Trave! 
Service. Read what they have to say...and then access 
the OAG ELECTRONIC EDITION Travel Service to 
start your own success story! 


66 I think the OAG ELECTRONIC EDITION 

Travel Service is great! I can “what if” to my 
heart’s content, far beyond what any reservationist 
would stand for, until I arrive at the best solution 
to my needs. 99 


—James M. Kresse 
Marlton, New Jersey 


ELECTRONIC EDITION" 
TRAVEL SERVICE 


66 My family and friends consider me the travel 
expert! I have had requests to look into cruises, 
European city data and weekend get-aways. With the 
many databases the OAG has to choose from, I can 
easily answer all these travel questions. 99 


—Shelley M. Julianelle 
Quincy, Massachusetts 


On CompuServe, Enter: GO OAG 
On GEnie, Enter: OAG 
For your FREE “‘How-to-Use Guide” 
Call 1-800-323-4000 


For Direct Subscription 
Information Call 
1-800-323-3537, Ext. Q003 


Official Airline Guides 


2000 Clearwater Drive, Oak Brook, IL 60521 


CIRCLE READER SERVICE 41 


A SPECIAL SUPPLEMENT 


TING ` 


A 
GUIDE 
TO USING 
DESKTOP PUBLISHI 
ROW YOUR BUSI 


They Left out Features.... 


We Left out the 


is the comma in the price. If you 
look at the chart on the right you 
willsee prices charged by our com- 
petition. All but one contain a 
comma. sells for 
$399.00. Period. No Comma! 


In order to draw the complex pic- 
tures shown below it is desirable to 
have the following 3D features: 


Interactive design with 3D 
cursor 

Blending of surfaces 
Boolean operations such as 
add, subtract, and 
intersection 

Complex extrusions 

Cross sectioning 

Block scaling 

On screen shading 

Shaded output to printers and 
plotters 


All of these competitors left out one 
or more of these desirable features 
in their standard package. They 
didn't forget the most horrible fea- 
ture - the comma. 


offers ALL the listed 
features plus many more! 


If has the power to 
create the 3D objects shown below, 
imagine how it could help with your 
design project! 


sells for $399. We left 
out the comma. We didn’t think you 
would mind! 


DesignCAD 3D, the latest feature- 
packed, low-cost CADD package from 
American Small Business Computers, 
delivers more bang per buck than any 
of its low-cost competitors and threat- 
ens programs costing ten times as 
much. For a low-cost, self-contained 
3D package... DesignCAD's range of 
features steals the show." 


AutoCAD rel. 10 
CADKEY 3.12 


DataCAD with DC Modeler 


MaxxiCAD 1.02 
Mega Model 
MicroStation PC 3.0 
Mode!Mate Plus 2.8 


VersaCAD Design 5.4 


"At $399, DesignCAD 3D was the least 
expensive package we saw, yet it was 
one of the more powerful. ..Don’t be 
fooled by the remarkably low price, this 
program can really perform!” 


Complete 3-Dimensional design fea- 
tures make it easy for you to construct 
realistic 3-D models. With full solid- 
object modeling capabilities you can 
analyze your drawing to determine 
the volume, surface area or even 
center of gravity! even 
permits you to check for interference 
between objects! Aeronautical Engi- 
neers can now find the center of grav- 
ity for a new airplane design with a 
couple of keystrokes. The Architect 
can determine the surface area of a 
roof for decking in a matter of minutes. 
The Civil Engineer can calculate the 
volume of a lake or dam in seconds. 
The Mechanical Engineer will know for 
sure if certain parts fit together without 
interference. The uses for 

are only limited by YOUR imagina- 
tion! 


and are 
available from most retail computer 
stores, or you may order directly from 
us. If you have questions about which 
program to purchase please give us a 
call. All you need to run 
is an IBM PC or compatible com- 
puter with 640 K RAM memory and a 
hard disk. Both products support most 


graphics cards, printers, plotters and}. 


digitizers. Free Information anda demo 
disk are available by faxing (918) 825- 
6359 or telephoning: 


1-(918) 825-4844 


Solids $995.00 


AutoCAD AEC $1,000.00 AutoShade $500.00 


IGES translator $1,995.00 


DataCAD Velocity $2,000.00 


N/A 


MegaDraw $195, List $295, MegaShade $395 


Customer Support Libraries $1,000.00 


N/A 


N/A 


Source: Byte Magazine 


American Small Business Computers + 327 South Mill Street - Pryor, OK 74361 U.S.A. 
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O YOUR MESSAGE YOUR WAY 


By Leslie Simons 


Computer consultant Margaret Luellen 
had a problem. Her business, The 
Computer Literacy Workshop, founded 
on her dining room table in 1983, was 
going well, but attracting clients was a 
constant money- and time-drainer. How 
could she cultivate the business she 
needed without getting bogged down 
with all the details and expenses of tradi- 
tional promotional strategies? 
Luellen’s solution: producing her own 
marketing materials — a newsletter, 
brochures, a mail-order catalog, print 
advertisements, and more — using her 
computer and software. 
Now, as one of Houston’s leading 
computer consultants, who counts the 
©) likes of Continental Airlines and Exxon 

among her clientele, she is a firm 
believer in the benefits of desktop 
publishing (DTP). 

“There is no doubt in my mind that 
the desktop-published material we pro- 
duce plays a big part in our success,” she 
says. “For a small business just starting 
out, DTP lets you circulate top-notch 
mailers at a fraction of the cost of tradi- 
tional typesetting and printing. You can 
also quickly and cheaply update the 
à information you are sending out. If 
asomeone calls several firms after thumb- 
ing through the yellow 
pages looking for com- 
puter services, I want to 
make sure my material is 
the first they get.” 

If you want to get the 
word out about your 
business, DTP could be 
the most effective tool for 
keeping in touch with 
the clients you have and 
communicating your message to the 
clients you want. 


We’re more 
meets 
the eye... 


WHAT IS DTP? 


Desktop publishing is a process of 
graphic design and production in a com- 
puter environment. You can use DTP to 
control the design and production stages 
of almost anything that is printed — 
including the full spectrum of tradi- 
tional business marketing pieces. 

Though each type of promotion is dif- 
ferent, in the world of desktop publishing 
they share common production stages: 
page makeup, typographic composition, 
and the creation of camera-ready art. 

DTP lets you experiment with layout 
and formatting styles on your monitor. 
You can exercise creative control over 
every aspect of page layout and design. 
You can review the results before com- 
mitting to final print production. 

Be warned: DTP systems are not cheap 
and they are not self-starting. They can 
require a substantial investment in 
equipment and software — followed by 
practice, practice, practice. 


WHY NOT LEAVE IT TO A PRO? 


If DTP usually requires that large a 
commitment, why not pass all your work 
to service bureaus and graphic designers? 
Because, if you can automate any stage 
of a publishing cycle—saving time and 
money while retaining publication qual- 
ity and integrity — you'll probably be a 
DTP success. | 

DTP also can offer recurring value. , 
For example, do you need to get market- 
ing material out to clients weekly or 
monthly? Or do you promote your busi- 
ness regularly? If so, you’re probably a 
good candidate for DTP. 


Leslie Simons is a Seattle-based writer 
and consultant who frequently contrib- 
utes t0 HOME-OFFICE COMPUTING magazine. 
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THE 
DESKTOP 
PUBLISHING 
ADVANTAGE 


PUT YOUR MESSAGE IN THE 
RIGHT VEHICLE 


Before you buy a DTP system, make 
sure you know what kinds of documents 
you need to produce. Sounds simple, but 
each business publication does have its 
unique audience and purpose. Which 
items, for example, do you need more — 
advertising fliers or sales brochures? How 
many do you need? Who will receive 
them? And how much can you afford to 
spend on them? 

Your primary goal is to successfully 
transmit your image and sales message 
on every item that leaves your office — 
from stationery and business cards to 
reports and newsletters. These items 
work like personal ambassadors. If they 
are well planned, attractively designed, 
and consistently executed, they help pro- 
mote a confident, well-organized image 
for your business. 

Most DTP systems give you the power 
and flexibility to produce a wide range of 
documents, from newsletters and fliers 
to brochures and catalogs. Here are sev- 
eral business publications that adapt well 
to DTP treatment: 

e Correspondence. This category 
includes all letterhead, envelopes, 
business cards, and mailing labels 

that carry your company’s logo, name, 
address, and telephone number. Corre- 
spondence is used daily by almost every 
business. Because it is so visible— and 
because it acts as your firm’s signature 
—correspondence is your most impor- 
tant item for self-promotion. 

Letters are usually just text and can 
be produced inexpensively with a word 
processor. If you want to add corporate: 
logos or other design elements, you may 
want the added graphics importing and 
drawing tools of a DTP program. 


e Forms: Purchase orders, invoices, 
service orders, employment applications, 
calendars, credit histories, insurance 
claims — these forms, and many others, 
are the backbone of any business. Forms 
are widely distributed and highly visibile. 
You can use DTP to give forms a person- 
alized look. Just remember to keep form 
designs consistent across the board. Use 
identical logos, formats, type styles, and 
colors as you develop these documents. 
Forms are layout intensive, mixing text 
with rules and boxes. So look for DTP 
features such as on-screen rulers, snap- 
to grids and guides, and the ability to 
duplicate multiple objects quickly. 

¢ Reports /Proposals: These basic 
business documents convey important 
messages to clients and prospective cus- 
tomers. Reports offer summaries or 
analyses about the internal workings of 
your organization, while proposals sell 
your ideas and services. Together, they 
provide grounds for agreement on proce- 
dures, prices, and progress through every 
stage of a project. This protects both you 
and your client— creating a basis for 
additional funding when jobs change or 
expand. 

Reports and proposals are text-inten- 
sive, but you can use DTP to add logos 
and line art and enhance visual interest. 
You may want to merge business charts 
and other tabular information from 
spreadsheets or business-graphics pro- 
grams into a report or proposal, and 
many DTP programs allow you to import 
data from popular packages like Lotus 
1-2-3 and Freelance Plus. 

e Fliers: Designed for high-volume 
distribution at minimal per-unit 

cost, fliers are the people’s 
choice for low-budget mar- 
keting. Mail-order com- 
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Whether its your first PC, or your latest, you'll find the Both systems offer several configurations, so you get 


a 


features you ought to be looking for in these affordable new exactly the computer you want. 


Panasonic” 286- and 386SX-based systems. And both come with the security of Panasonic's 1-year 
Both systems offer T complete and ready limited warranty on both parts and labor. 


to run. With DOS, monitor, hig 


; Built-in The real value, though, lies 


capacity floppy drive, hard drive Floppy Hard Display Mono Color in getting the technology you want, 


RAM Drive Drive Adapter Monitor Monitor 


and multiple expansion slots. Not 5 igo EEEN kas eld from a company you know. Thats 
to mention built-in graphics for == iE - : the Panasonic approach to Office 
VGA or SuperVGA taper, S | ape ft | Ae o ation 

Both systems offer enough P1800 SSuD ie n Sa STS oe e For more information on the 
memory, speed and flexibility ee | imp | 144w | | soa | | | 12Mhz 80286-based FX-1800 with 
to run business applications as EX-1925SMSYSHD | imb | 144mb | 40mb | svca | voa | | built-in VGA or the 16Mhz 80386SX 
well as your favorite computer —Fx92sscsrsup | imb | 144mb | 40mb | svea | | vea | — FX-1925S with built-in SuperVGA, 


games. 


PCI-HO 


Computers, Printers, Peripherals, call oe Oe 


CO) biers. Facsimiles and j ji ewriters. 80286 and 80386 are trademarks of Intel Corp. 


VGA is a trademark 
Panasonic 


© 1990, Panasonic Office Automation. 
Office Automation Cc AN 
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panies, entrepreneurs, and community 
groups use single-page, free-distribution 
fliers to announce new products, special 
services, and promotional events. They 
are an inexpensive way to encourage 
sales leads, reinforce your product 
image, and remind clients that you exist. 

You can develop your own fliers using 
either DTP or word-processing software. 
If you’re working on a tight budget and 
can’t afford two-color printing, stick with 
black type, but print on colored, non- 
standard paper stock. 

e Newsletters: Small businesses, pro- 
fessionals, and special-interest groups 
are some of the most enthusiastic news- 
letter publishers. If you want to consider 
newsletters as part of a long-range pub- 
lic-relations plan, make sure your news- 
letters deliver useful information to 
target audiences on a regular basis. 

To project a professional image, keep 
your design simple. Many businesses 
prefer a four-page tabloid format. Don’t 
clutter the page with inappropriate art- 
work, and use no more than two or three 
typefaces. Because certain graphics and 
text elements (such as issue dates and 
5 column rules) repeat throughout news- 

N | 

"~N “My etters, look for a DTP program that fea- 

K OAN = tures master pages. 

~ e Catalogs: In the world of mail-order 
marketing, the catalog is king. In many 
cases, you can use catalogs to replace 
retail outlets. This substantially cuts 
operating costs and increases control 
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and purchase behavior. Some catalogs 
are extended product lists, requiring no 
more than a word processor to create 
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a customer needs to make a purchase, 
including product lists and photos, 
prices, advertising copy, toll-free infor- 


PUBLISHING 
ADVANTAGE 


over product distribution. Catalogs also |. 
let you identify buyers by name, address,’ 


Bead 
43% 


them. Others contain all the information i 


mation, and mail-in order forms. 

You'll want a powerful program that 
combines precise text and graphics han- 
dling. A search-and-replace text feature, 
for example, is a must for updating 
long documents. 

e Direct Mail: Direct mail is 
one form of interactive print 
advertising. Its primary pur- 
pose is to inspire an imme- 
diate order or inquiry. 
Consider direct mail 

when you want to advertise 
goods or services and receive measur- 
able sales responses, calculate precise 
advertising cost and income compar- 
isons, and sell to a select audience (iden- 
tifiable by name, address, and market 
demographics). 

A standard direct-mail package 
includes a letter, personal note, pledge 
or response card and, typically some sort 
of promotional item. Each part of the 
package offers a chance to repeat your 
sales message. Use DTP software with the 
flexibility to design in a variety of for- 
mats — from simple postcards to 9- by 
12-inch mailing packages. 

e Brochures/Advertisements: Any 
business engaged in direct marketing 
and sales presentations can use a bro- 
chure. Brochures are typically six pages 
or longer. Because they often contain 
illustrations and color, they have a 
higher per-unit cost than most business 
materials. Brochures emphasize personal 
values and benefits, such as quality ser- 
vice, reliable workmanship, innovative 
leadership, and industry stability. 

Advertisements are advance sales 
tools. You can use ads to presell products 
and attract sales leads. Advertisements 
also promote and position your business 
by providing news, testimonials, perfor- 
mance comparisons, or special benefits. 


PUBLISH IT'—A full-featured, fully integrated 


desktop publishing powerhouse with word processing, 
page layout, typesetting and graphics. 


Even if you have no design skills or publishing experience, 
you can get results in less than an hour with PUBLISH IT! 


For all its state-of-the-art ability, PUBLISH IT! 

is incredibly easy to learn—refreshingly so. 
PUBLISH IT! combines the familiar GEM User Inter- 
face, our Quick-Start Mini-Manual, a full complement 
of Help Screens, and the practical WYSIWYG (What- 
You-See-Is-What-You-Get) display—all designed 

to get you up and running in less than one hour! 


SPECIAL FEATURES: 


© GEM User Interface: It’s fast and easy. 
Pull-down menus, icons, scroll bars and 
dialogue boxes help you learn and use 
the program quickly. Your display screen 
shows you exactly what your final product 
will look like when you print— What- You- 
See-Is-What-You-Get. 


© Flexible Page Layout: With your mouse 
or keyboard, you can overlap, reposi- 
tion, resize, & reshape the text, 
columns, graphics. Change your layout 
orexperiment almost effortlessly! 


e Built-in Fonts: Choose from over 1200 
possible type-style combinations! Opt for 
bold, italic, underlined, light, white, 

& superscript or subscript characters. 
Type sizes range from 7 to 72 point** 


è Premium Quality Printouts: 

PUBLISH IT! uses a high density printout 
format that gives you superior quality print- 
outs on your laser or dot matrix printer. 


© Built-in Word Processor: All the features 
necessary for everyday word processing, 
plus most of the sophisticated ones 
found only in more expensive programs. 


© Text Importing: Load documents from 
WORD PERFECT, MICROSOFT WORD, 
WORDSTAR, WORD WRITER PC, or from 
any other program with an ASCII text 
format directly into PUBLISH IT!* 


è Built-in Graphic Toolbox: Draw lines, 
boxes, circles, curved corners, and “free- 
hand” graphics. Plus, choose from a wide 
variety of built-in line and fill patterns. 


© Graphics Importing: Directly import 
graphics from LOTUS 1-2-3, GEM DRAW, 
GEM GRAPH, GEM SCAN, PC PAINT- 


©1990 Timeworks, Inc. All Rights Reserved. 


BRUSH, and PUBLISHERS PAINTBRUSH* 
Then crop and size them to fit. 


è Automatic Text Flow and Word Wrap: 
Flows text from around graphics: and from 
column to column on the same page, or 
carries it over to Subsequent pages. 


è Multiple Size Page Views: View, edit and 
layout pages at actual, double or half-size. 


© Kerning and Leading 


è Over 150 Professionally Drawn Graphics 
& Illustrations. 


è Plus, you get worksheets, time-saving 
features, sample documents & more! 


Includes 51⁄4” & 32” disks; supports 
hard drive. 
Suggested Retail Price 


(Also available for Macintosh and Apple Computers) 


At your local dealer or order direct from 
Timeworks: 1-312-948-9202. 


PLATINUM 


KAES 


SOE 


O Yes! Send me Publish It!, I’ve 
enclosed $199.95 + $4.70* 
(shpg. & handling). Total $204.65 


| | get a full 60 day money back 
| guarantee when | order by mail. 
| Illinois residents add 6.5% sales tax. 


CO Send me more information. 
Mail To: TIMEWORKS 
444 Lake Cook Rd. 
Deerfield, IL 60015-4919 
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Here’s what the experts say: 
“Makes mincemeat out of PFS?” 
Personal Publishing 


“Full-featured and easy touse...you'll 
crank out your 1st document in less 
than an hour.” PC Magazine 


“... The best! A smooth, seamless 
performer.” PC Resource 


E 
Publish Ie, 


a 2 
ols & Slogans 


Name 
Address 
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What are the basic components of a DTP 
system? Your first system should include 
the following: 

e Personal computer 

e Display monitor and high-resolution 
graphics board 

e Mouse or other pointing device 

e For IBM and compatibles, a graphical 
user interface (GUI), such as Microsoft 


Windows, Digital Research's GEM, OF cat 


Tandy’s DeskMate 
e Page-layout software 
e Laser printer 7 
No single ETA Ea offers all the 
equipment for your DTP needs. You will 
find it necessary to combine products. As 
you test-drive various system configura- 
tions, use common sense. Consider each 
component’s cost, performance, reliabil- 
ity, and compatibility. Read reviews of the 
products you are interested in. Is it fast? 
Is it easy to master? Decide which fea- 
tures demand top priority — and which 
features can be sacrificed — to get the 
results you desire. (For insight into 
choosing between an IBM and Mac- 
intosh system, see “DOS vs. Mac: Which 
is Better for DTP?” in this section) 


ENTRY-LEVEL SYSTEMS 
FOR DTP 


When it comes to business forms, 
fliers, and general correspondence, typo- 
graphical control and precise layout tools 
are not a big priority. An entry-level DTP 
system gives you the ability to add simple 
black- 
and-white 
graphics 
—and 
visual 
interest 
—toa 
wide 
range of 


TIPS FOR EQUIPPING YOURSELF 


office publications. 

If you plan to work with an IBM-com- 
patible system, a minimal setup might 
include the following: 

e An 80286, AT-compatible computer 
with 640K RAM and 20MB hard-disk 
drive. 

e A monochrome or gray-scale display 
monitor with a VGA graphics card. 

e Microsoft Windows or other graphical- 
interface software. 

e Basic page-layout programs, such as 
Publish-It! Lite from Timeworks, Spring- 
board Publisher, and PFS: First Pub- 
lisher from Software Publishing Corp., 
which will give you the power you need. 
Alternatively, word-processing programs 
with basic layout and drawing tools, such 
as Microsoft Word and Word for Win- 
dows, WordPerfect, or Ami Professional 
from Samna Corp., may also do the trick. 
e A high-quality 24-pin dot-matrix 
printer or a 180- to 200-dpi inkjet printer 
(like the Hewlett-Packard DeskJet and 
DeskJet Plus) if you want sharper 
resolution. 

In the Macintosh environment, a 
basic system for light DTP might include 
the following: 

e A Mac Plus with 1MB RAM and 20MB 
hard-disk drive. 

e Page-layout software, like Personal 
Press from Silicon Beach Software or 
Publish-It! and Springboard Publisher 2 
for the Mac, which are excellent choices. 
Sophisticated word-processing programs 
such as Full Write Professional from 
Ashton-Tate and Microsoft Word for the 
Mac let you create text-intensive DTP 
documents. 

e The Apple ImageWriter II fulfills mini- 
mum printing requirements, but, as with 
the IBM-compatibles, inexpensive ink- 
jet printers, like the Hewlett Packard 
DeskWriter, will produce sharper results. 
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thera, Found: Henry Benzini’s Personal Porsche! 


pope as he rarest car and one | chips. Or a '57 Porsche Speedster. 
New Bedford of the most mysterious | And yet, incredible as it may 
Mint. men in the world are both} seem, there -- smack on the 
in the news again -- more | property of one Flavio Saggitori -- 
than thirty years after both | there it was, as plain as day: one 
had disappeared. of only three experimental models 
It could have been a scene right | ever built of the car that Augustus Í 
out of a mystery movie: a deserted | Porsche called his personal f 
barn, at the east fringe of a large favorite. 
country farm in the northeastern- Car Number One, of course, 
most corner of rural Italy. Aban- belonged to Porsche himself. 
doned, neglected for years, with no | Number Two, a gift by Porsche to 
indication that this ramshackle hut | a boyhood friend from Munich, 
could contain anything more than Heinrich Mueller. 
dust, dried out hay, a few rodents And Number Three? To the 
and a spattering of petrified cow everiasting dismay of the master 
himself, Speedster Number Three 
was stolen during the infamnous 
Tetrazini Auto Show Scandal of 
1957. While it never surfaced 
again the buyer was always 
believed to be the reclusive Henry 
Benzini, who is said to have 
purchased it with the fortune he 
amassed over the years in trading 
foreign hubcaps of vintage 
automobiles, He was last seen in 
(See PORSCHE, Page 2) 
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Events How designers of the ’40s saw the 90s. | 7, Our Next Issue... 
Calendar We all have visions of} But what about the —_—_—_—— 
AG AMC ET: ES what our cars might | car designers of a Classic Car Etiquette: 


2/12: Oshkosh Mo- 
tor Show ‘90. Wau- 
tauket High Schoo! 
football field. 


look like twenty, thirty,| half-century ago? Rules of the Road 
or even a hundred What did they see? 
years from now: In their visions, did 
sleek, swept-winged | they imagine the slick 
aerial vehicles swoop-| technological marvels 
ing and gliding over | we ride in today? 

the towering metropo-} The reality of their tS 
lises of the future. (See DESIGN, Page 3) 


3/9: Sportscar 
Day. Music by 
Mothers of Speed. 


3/11: Swap Meet. 
Mixer and Social. 
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If you've been looking for a fast, easy way to produce terrific-looking newsletters, flyers and reports, 
we've got just the spark you need. Because now, desktop publishing is a breeze with an innovative new version 
of the market-leading program from Software Publishing Corporation. 

PFS®: First Publisher™ 3.0. 

PFS:First Publisher comes with a set of 21 different, adjustable layouts — called the “Layout Gallery” 
—to help you design all your office publications. Just choose the one you like, type or import your text, 
and then select typestyles, add graphics, and print it out. 

Of course, PFS:First Publisher works with the PC you already have. And even though it’s only $149* 
you'll still be getting all the features you need. Like a choice of 22 different typefaces, including 16 high- 
resolution Bitstream fonts. You also get 175 clip art images, including 20 at 300 dpi, so your output 
will look great even on dot matrix printers. Ask your dealer about the new PFS:First Publisher line of ie 
accessories including Business Template Kit, Font Library, Business Gallery and Recreation Gallery. r XSOFTWARE 

PFS:First Publisher 3.0. From now on, creating professional-looking publications is a smooth ride. JA A PUBLISHING 


For more information on how to participate in our “Your Desk Is Next” Sweepstakes offer, call 1-800-282-6003, Operator 44. 


For upgrade literature only call 1-303-799-4900. In Canada call 1-416-566-0566. *Suggested retail price. Banner & Photo scanned and imported at 300 dpi. For IBM PC and 100% compatibles. Bitstream is a trademark of 
Bitstream, Inc. PFS is a registered trademark of Software Publishing Corporation. ©1990 Software Publishing Corporation, 1901 Landings Dr., Mountain View, CA 94039-7210. High resolution clip art is supplied by Metro ImageBase. 
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TECHNOLOGY 
THAT'S RIGHT 
FOR YOU 


DOS VS. MAC: WHICH IS 
BETTER FOR DTP? 


At current market rates, you can antici- 
pate getting into an entry-level DTP 
system for under $5,000. A mid-level 


system can be assembled for under 
$10,000. An advanced color system, 
with color scanner, high-resolution 
color monitor, and supporting soft- 


ware, can cost as much as $30,000. 
Expect to pay more for Macintosh 
technology than for IBM-compatible 
systems. Why the gap in pricing? In the 
early days, the Mac’s friendly, point- 


and-click interface won avid fans 
in graphic design, publishing, and 


advertising — three expensive, highly 


| MID-LEVEL DTP SYSTEMS 


Medium-range desktop publishing 
covers an extremely wide range of busi- 
ness documents, including sophisticated 
newsletters, books, and long reports or 
sales proposals. One- and two-color 
advertisements and brochures also fall 
into this category. 

If you plan to work with an IBM-com- 
patible system, look for the following: 

e An 80386-based computer with a mini- 
mum 640K RAM and 40MB hard-disk 
drive. 

e A gray-scale or color monitor with a 
VGA graphics card. 

e Midrange page-layout programs, like 
Publish It!, are extremely affordable and 
provide a solid range of DTP features. 

e A 180- to 200-dpi inkjet printer will 
give you acceptable output. However, if 
300-dpi output will be all you’ll ever 
need, consider upgrading to a full- 
fledged laser printer, like the products in 
the Hewlett Packard LaserJet line. Other 
manufacturers, Canon, Epson, IBM, 
Okidata, Panasonic, Tandy, and Toshiba 
among them, offer 300-dpi models, 

as well. 


specialized industries. Meanwhile, 
companies like IBM and Compaq cor- 
nered the unglamorous, but vast, mar- 
ket in corporate computing. As the 
corporate appetite grew, a tsunami of 
inexpensive compatible machinery 
swept in to meet demand. 

Besides unit pricing, consider the 
cost of training. The more powerful the 
systems, the more training you need to 
use them. On the plus side, Macintosh 
software shares similar interface fea- 
tures and characteristics. This reduces 
the time it takes to learn new pro- 
grams. With graphical user interfaces, 
like Microsoft Windows, however, IBM- 
compatibles are approaching the 
friendliness of the Mac. 


On the Apple side, a mid-level system 
might include the following: 
e A Macintosh SE with 2.5MB RAM and 
40MB hard-disk drive. 
e Medium-range software, like Ready Set 
Go! from Letraset USA and Publish-it/, 
give you a great deal of power at a low 
cost. QuarkStyle, a middleweight cousin 
of the full-blown QuarkXpress package, 
is a great software choice if you want 
strong template features. 
e The Apple LaserWriter IISC, an entry- 
level laser printer, provides 300-dpi 
resolution. The QMS PS810 and GCC 
Business LaserWriter also provide good 
performance at medium-range cost. 


THE ADVANCED DTP ARENA | 


Big-league desktop publishing encom- 
passes the design and production of 
complex, multicolor publications, such 
as annual reports, magazines, posters, 
and trade advertising. 

On the IBM-compatible side, look for 
the following: 

e An 80386-based computer with a mini- 
mum of 1.2 RAM and 80MB hard-disk 
drive. 

e Advanced DTP pros often select big- 
screen, two-page color display monitors 
with VGA graphics enhancement. 

e Powerful layout software, such as 
Aldus PageMaker and Xerox Ventura 
Publisher, deliver the high-end features 
you'll need. Sophisticated graphics pro- 
grams, such as Adobe ///ustrator, Corel 
Draw, Micrografx Designer, and Arts & 
Letters from Computer Support Corp., 
which let you draw and manipulate digi- 
tal images, and font-editing software, 
like SoftType from Z Soft, should round 
out your DTP arsenal. 

e A 300-dpi laser printer is fine for 
proofing draft artwork, but high-end 
DTP requires higher-resolution printing 
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Hardware 


Apple Computer Inc. 
20525 Mariani Ave. 
Cupertino, CA 95041 
(408) 996-1010 


Canon USA, Inc. 

One Canon Plaza 

Lake Success, NY 11042 
(516) 488-6700 


Epson America, Inc. 
2780 Lomita Blvd. 
Torrance, CA 90505 
(213) 539-9140 


GCC Technologies Inc. 
580 Winter St. 
Waltham, MA 02154 
(617) 890-0880 


Hewlett-Packard Co. 
19310 Pruneridge Ave. 
Cupertino, CA 95014 
(800) 752-0900 


IBM 

Old Orchard Rd. 
Armonk, NY 10504 
(800) IBM-2468 


QMS Inc. 

One Magnum Pass 
Mobile, AL 36618 
(205)633-4300 


Qume Corporation 
500 Yosemite Dr. 
Milpitas, CA 95035 
(408) 942-4000 


Okidata 

532 Fellowship Rd. 
Mount Laurel, NJ 08054 
(609) 235-2600 


Panasonic 

One Panasonic Way 
Secaucus, NJ 07094 
(201) 348-7000 


Tandy 

1800 One Tandy Center 
Fort Worth, TX 76102 
(817) 390-3011 


Texas Instruments 
12501 Research Blvd. 
P.O. Box 149149 
Austin, TX 78714-9142 
(512) 250-6679 


MANUFACTURERS LIST 


: Toshiba America 
: 9740 Irvine Blvd. 
* Irvine, CA 92718 
= (714) 583-3000 


: Varityper Inc. 

* 11 Mount Pleasant Ave. 
: E. Hanover, NJ 07936 

: (201) 887-8000 


: Software 


: Adobe Systems Inc. 

: 1585 Charleston Rd. 
* Mountain View, CA 94039-7900 € 
+ (415) 961-4400 


: Aldus Corporation 

: 411 First Avenue, S, Ste. 200 
: Seattle, WA 98104 

: (206) 622-5500 


+ Altsys Corp. 

: 720 Avenue F, Ste. 109 
: Plano, TX 75074 

= (214) 424-4888 


; Ashton-Tate 

* 20101 Hamilton Ave. 
: Torrance, CA 90502 
: (213) 329-8000 


- Computer Support Group 
+ 2215 Midway Rd. 

: Carrollton, TX 75006 
(214) 661-8960 


; Corel Systems Corp. 

* 1600 Carling Ave. 

: Ottawa, OT K1Z 8R7 Canada 
+ (613) 728-8200 


: Digital Research, Inc. 
: Box DRI 

+ 70 Garden Court 

: Monterey, CA 93942 

* (408) 649-3896 


: Interleaf Inc. 

: 10 Canal Park 

: Cambridge, MA 02141 
+ (617) 577-9800 


: Letraset USA 

+ 40 Eisenhower Dr. 
: Paramus, NJ 07653 
+ (201) 845-6100 


: Lotus Development Corp. 
: 55 Cambridge Parkway 

* Cambridge, MA 02142 

* (617) 577-8500 


: Micrografx Inc. 

: 1303 Arapaho 

: Richardson, TX 75081 
+ (214) 234-1769 


* Microsoft Corp. 

> One Microsoft Way 

+ Redmond, WA 98073 
: (206) 882-8080 


+ Quark, Inc. 

: 300 S. Jackson, Ste. 100 
* Denver, CO 80209 

* (303) 934-2211 


: Samna Corp. 

* 5600 Glenridge Dr, Ste. 300 
: Atlanta, GA 30342 

+ (404) 851-0007 


: Software Publishing Corp. 
- 1901 Landing Dr. 

> P.O. Box 7210 

: Mountain View, CA 94039 
* (415) 962-8910 


; Spinnaker Software 

: 201 Broadway 

: Cambridge, MA 02139 
+ (617) 494-1200 


: Springboard Software Inc. 
+ 7808 Creekridge Circle 

: Minneapolis, MN 55435 

* (612) 944-3915 


: Timeworks, Inc. 
: 444 Lake Cook Rd. 
* Deerfield, IL 60015 
: (708) 948-9200 


* WordPerfect Corp. 

+ 1555 North Technology Way 
: Orem, UT 84057 

* (801) 222-5800 


: Xerox Corp. 

: Desktop Software Division 
: 9745 Business Park Ave. 

: San Diego, CA 92131 

: (800) 822-8221 


* Z Soft Corp. 

: 450 Franklin Rd., Ste. 100 
: Marietta, GA 30067 

* (404) 428-0008 


—from 600 dpi on up. Seek professional 
image-setting assistance or, if volume 
justifies the purchase, look at low-range 
imagesetters from manufacturers like 
QMS or Varityper. 

Also, the majority of professional 
high-resolution imagesetters are 
PostScript-driven. A PostScript-compatible 
printer will not only give you accurate 
proofs if you are going to an imagesetter 
but it will also deliver higher quality 
graphic and typographic output. 

Various manufacturers offer 
PostScript-compatible laser printers, 
including Apple, GCC Technologies, 
Qume Corporation, and Texas Instru- 
ments. 

For Macintosh users, here is a possible 
workhorse DTP setup: 

e An SE/30, IIcx, or Ici packed with 
8MB RAM and 80MB or 100MB hard-disk 
drive. 

e Professional-level layout programs — 
like QuarkXpress, Letraset Design 
Studio, and Aldus PageMaker — plus an 
array of supporting graphics packages — 
like Aldus FreeHand and Adobe Mustra- 
tor 88 — should make up the base of 
your software library. You may also want 
to consider adding color graphics pack- 
ages, like Adobe PhotoShop, font-editing 
software, like Fontographer from Altsys 
Corp., and image enhancement pro- 
grams, like Digital Darkroom from 
Silicon Beach Software. 

e Enhanced Macintosh monitors with 
25-inch screens and 24-bit color-card 
enhancement should fit the bill for your 
display needs. 

e Again, 300-dpi laser printers are fine 
for proofing, but high-end DTP perfor- 
mance demands a minimum 600-dpi 
output. 

Again, you might consider pur- 
chasing a PostScript-compatible printer. 
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TECHNOLOGY 
THAT'S RIGHT 
FOR YOU 


Desktop-publishing systems open the 
door to time and cost savings for your 
business. But they won’t “do it all” for 
you. They won't take out the trash, brew 
the coffee—or make you an overnight 
marketing sensation. 

To be competitive, your brochure or 
newsletter must not only read well, it 
must look good. 

How do you give printed materials 
today’s crucial visual impact? 

For a start, be thoroughly familiar 
with your system and software. Know 
your tools, then know your process. One 
à, primary key to DTP success is developing 
® \an eye for graphic design. 


DEVELOP A DESIGN PERSPECTIVE | 


You probably already possess more 
design sense than you suspect. For 
example, which letters do you open first 
in the daily mail? Which magazines grab 
your eye as you walk by a newsstand and 
which pages draw you in as you flip 
through magazines? Which graphic ele- 
ments — color, type, page size, or paper 
texture —create this instant sense of 
curiousity or appeal? When you see a 
brochure or newsletter that works for 
you, always try to figure out why. Know- 
ing what you like helps develop your 
design style and strategy. 

When in doubt, remember there’s an 
entire branch of the book publishing 
industry dedicated to educating and 
advising DTP designers. You can check 
your local bookstore and library for rele- 
vant books. 


STEP BY STEP: 
SOME DESIGN BASICS 


For each design problem, there’s a 
solution. Each solution is the unique 
expression of a designer’s style and atti- 


© EEN 
SERN A 
+ 


THE NUTS AND 


tudes. As you work with DTP publica- 
tions, you’ll see how various needs, 
habits, and preferences color your deci- 
sions, too. 

The way you solve DTP tasks, for 
example, can depend on your layout soft- 
ware, the publication you're creating, 
and your previous design experience. 

As you develop your personal design 
style, however, consider some of the fol- 
lowing tips and techniques. 


Design a Layout Grid 
Your primary DTP design 
goal is to emphasize your sales 
message. You want to lead your 
reader's eye from one sales point 
to the next, comfortably and 
quickly. One of the best ways to 
establish a visual path— and 
highlight information — is to set up a 
layout grid. 
A grid is a system of nonprinting 
vertical columns, horizontal guides, and 
side, top, and bottom margins. 


Establish Master Pages 
Before you set to work 
arranging text and artwork, 
consider setting up master 
pages. If your layout program 
has a master, or default, page 
feature, use it to position all 
elements that repeat on every 
page in your document, such as page 
numbers, page columns, left and right 
running headers and footers, footnotes, 
headline placeholders, and a variety of 
graphic elements, such as borders 
and rules. 


Obvious Superiority 


Actual outline graphic included in The Avagio Publishing System, scalable to any size with no loss of detail. Output generated by a Kyocera F-1000A Laser Printer. 


Imagine driving the desktop publishing 
system you’ve always wanted. High per- 
formance. Smooth handling. Easy to use. 
Breathtaking special effects. Pure pleasure. 
Affordable. 


It’s no longer a dream: it’s Avagio! 


The Avagio Publishing System has become 
the hottest desktop publishing system on the 
market today - create winning proposals, 
sharp reports, eye-catching newsletters, 
dazzling presentations and sizzling data 
sheets. 


PC Magazine, April 24, 1990 
“the all-in-one low end DTP solution you've 
been hoping for.” 


Computer Currents, April 24 - May 7, 1990 
Reviews: PC Product Watch 

“Its unique combination of features distin- 
guishes it from other desktop publishing 
programs designed for the casual user.” 


MIS Week, April 16, 1990 

“Avagio ... offers high-quality desktop 
publishing capabilities for inkjet and dot 
matrix, as well as laser printers-- and it does 
so for a very reasonable $299 price.” 


PC Week, May, 1990 
“.. Its graphics features are excellent.” 


& 


Avagio Publishing System: 

Macintosh Quality on your IBM. 
Avagio is the premier desktop publishing 
system that gives you Macintosh-quality 


documents on your IBM and dot matrix, 
inkjet or laser printer. Everything you print 
will always come out razor-sharp. 


Powerful Design Features 

Avagio combines clear instructions with 
features that make performance quick and 
easy. Graphics and fonts can be resized with 
no loss of detail; conversion utilities allow 


| you to use most PostScript graphic files and 
| HP softfont files; 150 graphics and 10 design 


templates; custom type sizes up to 7" high; a 
WYSIWYG screen completes this powerful 
program. Avagio provides all the power and 
performance you’ve always dreamed of! 


| Breathtaking Special Effects 

Avagio’s exclusive Mingle™ option lets you 
control layers of overlapping text and 
graphics to create spectacular image effects. 


Compatible with Existing Programs 
Avagio is compatible with popular word 


| processing programs and graphic programs 
| that use PIC, PCX and TIFF files. 
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PUBLISHING SYSTEM 


System Requirements: 
IBM PC/XT/AT or compatible computer, with 640 Kb of RAM, 
hard disk and a mouse. Dual media is provided. 
58 8 § Unison World 
Q JUJ J 1321 Harbor Bay Parkway 
Unison World Alameda, CA 94501 


| Unison World is a division of Kyocera Unison, Inc. 434 


SPECIAL OFFER 


FREE AvaFonts ($69.95 value) with every 
copy of Avagio bought from Unison World 
| when you mention this ad! 
Please send me copies at $299.95 
each. My FREE FontPack will be included! 


CA residents add 7.25% sales tax | 


Shipping (UPS Ground - continental U.S. and 
Canada only. For shipping rates outside 
the continental U.S., please call.) | 


TOTAL 


Unison World and Avagio Publishing System are trademarks of Kyocera Unison, Inc. All other brand and product names 
are trademarks or registered trademarks of their respective holders. 


CIRCLE READER SERVICE 58 


Prepare Text Files 
for Importing 
Before you import text files 
for arrangement on the page, 
remember that you are using 
your DTP system to replace 
§ traditional typesetting. To 
\ make sure your imported text 
resembles typeset copy as closely as pos- 
sible, observe these quick DTP word- 
processing tips: 
e Make sure your word-processing and 
page-layout programs share compatible 
files. (If not, your word processor should 
be able to convert files to ASCII format. ) 
e Use automatic word wrap throughout 
your file. (Press the return key only 
where required, for headings, subhead- 
ings, paragraph endings, and so on.) 
e Avoid underlining and hyphenation. 
e Don't use a lowercase letter / for the 
numeral one. 
e Don’t use the capital letter O for a zero. 
e Type only one space (not two) between 


e Also, depending on your 
system, you may be able 

to insert “real” open and 1 
close quotes, apostrophes, { 
and em dashes in your | 


/ Set up Style Sheets 

Style sheets help save pro- 
duction time, because they set 
standard formatting rules that 
are used consistently through- 
out your document. These 
standards can include various 
= = levels of headline typefaces, 
type sizes and styles, line spacing, the 
number of characters per line, para- 
graph indentation, and tab settings. 


a period and the start of another sentence. 


Import Graphic Files 
Page-layout software gener- 
ally lets you make four basic 
modifications to imported 
photographs and illustrations. 
You can adjust the image 
brightness and contrast, and x 
you can resize and crop 
graphics. Before you resize graphics, a 
check your software manual. Learn the “WS 
differences between the four basic cate- 
gories of graphic files (bit-mapped, 
object-oriented, scanned graphics, and 
PostScript). Then learn how to resize dif- 
ferent files proportionally. 

When you don’t have the time, the 
inclination, or the expertise to produce 
your own graphics, consider an invest- 
ment in clip art. Clip art offers a variety 
of ready-made illustrations, drawings, or 
scanned photo images. 

As you build your pages, make an 
effort to recognize and respect copyright- 
protected artwork. Remember that most 
European images (and art published in 
the United States after 1977) are gener- 
ally copyrighted for 50 years after the 
artist’s death. Also, clip art on electronic 
bulletin boards isn’t always copyright- 
free. 


Arrange Page Elements 
After you establish a layout 

grid and import your text and 
graphics, you can arrange 
these elements on the page. 
This arrangement of text and 
graphics is your page layout. 
To set off text and graphics 

and give them visual punch, try 

adding one or several of these layout 

devices: 

e Rules, boxes, and borders are 

used to separate areas of text (such as 

headlines and sidebars) and graphics. 
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If You Think It Takes This Many Steps 
To Create A Database, Try Q&A. 


Creating a database doesn’t have to be a giant That’s why managers at companies like PepsiCo 
struggle. Because with Q&A™ software, you can and American Express build their own database solu- 
create a database in two easy steps. tions the easy way. With Q&A. 

Just type in a list of database items (like Name:, Try it today. You'll get database work done fast. 
Address:, Price:, etc). Then, tap a function key. That’s And be a big step ahead of everyone else. 


it. You’ve created a database that’s ready to use. FREE DEMO DISK, (800) 228-4122 Ext. 461HC 
Q&A is the fastest way to create databases for (Ask About the Q&A Trial Size for $9.95) 


mailings, invoicing, customer and equipment tracking, 
expense reports, you name it. And because it’s packed 


with award-winning* power features like multi-file SYMANTEC i f A 
database lookup, sophisticated reporting, and multi- aa By The #1 Rete And #1 Selline 


HMat-File Datahase And Ward Processar 


user network support, Q&A is perfect for experts. As The Database That 
well as beginners. Can Do It, Today. 


Symantec Corporation, 10201 Torre Avenue, Cupertino, CA 95014. 408/253-9600. 
*Q&A awards: #1 Corporate Satisfaction PC Week 1/89; Software Digest #1 Network File Manager 1/90 and #1 File Manager 2/88; PC World’s World Class 9/88 
and 9/89; InfoWorld 9.3 rating 5/88; PC Magazine Editor's Choice '87 and '88, and Technical Excellence 1988. Q&A is a trademark of Symantec Corporation. 
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e Tint screens are panels of fine dot 
patterns. Applied over text or graphics, 
they achieve a boxlike effect. Select a 
certain percentage of dots per inch in the 
screen to create a range of tinted shades 
—from pale gray (10 percent ) to black 
(100 percent). Some DTP programs let 
you format color tint screens as well. 

¢ Drop shadows provide backdrops for 
a variety of graphics, including charts, 
maps, photographs, or even borders and 
rules. You can create a drop shadow by 
selecting a graphic, duplicating it, apply- 
ing a darker tint or color to the duplicate, 
stacking the duplicate behind the origi- 
nal, then offsetting the duplicate slightly. 
e White space is any blank space on 
your page, including margins, the area 
between headlines and paragraphs — 
even the space between individual let- 
ters! White space provides a visual rest- 
ing place for your readers, so be 
generous with it. 


ey Experiment with 
~~" Special Effects 
Dropped, raised, and orna- 
mental capital letters can be 
effective ways to introduce a 
lead paragraph or break a bro- 
chure into different sections. 
And an enlarged pair of quota- 
tion marks quickly calls attention to 
product testimonials. 

Type is one of the strongest graphic 
elements in your design toolbox. So don’t 
mix too many typefaces or sizes in one 
document. And take it easy with italics 
or bold type. When dealing with special 
effects, a little emphasis goes a long way. 

If you see a really great type effect 
you want to try, find out whether that 
specific typeface and font is already resi- 
dent in your system and printer. If not, 
find out if the font can be downloaded to 
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your printer. 

Downloadable fonts are typefaces you 
can purchase and install on a com- 
puter’s hard disk. When you select a 
downloadable font via a DTP program, 
that font is summoned from your hard- 
disk drive and transmitted to your 
printer. 

Although you don’t need a wide num- 
ber of fonts to create attractive materials, 
it’s good to have a representative selec- 
tion of the major serif and sans-serif 
typefaces. 


Special Effects with Laser 
Printers 
Depending on your publi- 
cation needs, you can regard 
laser-printer output as draft Go 
copy or as camera-ready art. If 
you are using laser-printer 
output as camera-ready art, 
keep the following in mind: 
e At 300 dpi, photos look grainy. 
That’s fine if you want “retro” graphic 
effects, not fine if you need detailed 
reproduction. 
¢ Work with bold, serif typefaces. 
Small, thin, curvy typefaces lose defini- 
tion at 300 dpi. On the plus side, serif 
type at 300 dpi can give your page a tra- 
ditional, hand-letter-pressed appearance. 
e Select textured papers in natu- 
ral colors, such as ivory or light tan. 
Avoid harsh white papers with slick 
surfaces. 
e Nonstandard page dimensions 
help attract attention. Get to know which 
sizes and dimensions your printer can 
handle, and know whether it can print 
horizontally and vertically. W 
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75 reasons to buy 


Soft Lype 


american-uncial 
Antique-Olive so 
Antique-Olive normai 
Aviston 
Baskerville Bold 
Baskerville Normal 
| 62 Baskerville Normal italic 
OZ You get all the typefaces shown on Talkie not se ogee Toe Blippo 
the right. Bodoni soia 
63 Sizing is easy. Pick any point size, 1 to EFAA 
A á ‘ š Normal Italic 
72 ne in 0.05-point ae mas Brush- Script 
6 4 Styling is a breeze, too. A simple dialog eee sae pedal oA Schoolbook s 
box lets you rotate, expand or slant let- see fT: Schoolbook seis naic 
ters. And add shadows or outlines. gray 1eve CECE) [| è Schoolbook normai 
6 5 You can set gray density of outlines and | aioe eater Schoolbook norma naio 
characters, and create gradated shadows. Size (eI [i] x Cooper 
Start sray (MIMS) [o] è| poutine Cooper ri 
66 Extremely easy to learn. On-line help. plese k n Courier so 


Real font names instead of technical 
jargon. 


Keay (Ga) 
Style your fonts with ease and freedom. Expand, 


All of the following 


62 beret 

aces come 
ng FREE 
with Soft Type." 


COUT ier Normal 
Couri CL Normal Italic 


rotate, and slant to any degree, add adjustable Sree k d 
shadows and outlines, and control the gray level. Give FIOVG ssu 
every font just the look you want. FIOFA normai 
69 Works with other ZSoft products such as Jra S 
PC Paintbrush IV™ and PC Paintbrush Galaxy soia 
IV Plus™ Galaxy normai 
70 Works in the background while you work Garamond soa 
with Microsoft® Excel, Pagemaker® or Garamond medium 
other Windows applications. So you’re Garamond mesium naic 
; Garamond normai 
IDOLE productive. Garamond normal italic 
Treen tn Sthrmoa/ih 8 ptyPortratt 71 Works with Ventura Publisher® Goudy-Old-Style soi 
Goudy-Old-Style normai 


72 Drives printers compatible with HP 
LaserJet+ ™ or PostScript® language. 


Enhance documents, graphics, and presentations with 


SoftType fonts for a polished, persuasive look. Goudy-Old-Style norma aiic 


Consistently excellent quality. All faces Kaufmann soi 
Fast to use. Automatically installs fonts 73 are ees ca bee by type se A URW™ Latin-Wide 
and creates appropriate screen fonts. of Germany. eM oe 
4 a Bold 
Works with any Windows application, 14 Infinite versatility. It sizes and styles any News-Gothic normai 
including word processing, desktop pub- typefaces you create or edit with Old-Town 
lishing, charting and spreadsheet Publisher’s Type Foundry® (optional). Palamino norma 
systems. ; Palamino normai tatic 
75 All this for only $199. Palamino ana 
Park-Avenue 
Roissy soi 
ROISSY Normat 
Roman soa 
i Roman sos taic 
CORP ORATION Roman sxravoi 
ZSoft Corporation er od ee igs 
450 Franklin Road / Suite 100 | R mare 
Marietta, Georgia 30067 ee 
(404) 428-0008 | ganse 
FAX: (404) 427-1150 E sa 
P Copyriopt J2R0 ZScit Gomotalian To order, send $199.00 plus $4.90 shipping and handling Sans Normal 
to ZSoft Corp., Dept WL, PO Box 8123, San Francisco, Sans Thin 
a Aai ONAA AE OA ana ANOO AoT ae anO ae Ee dek, CA Bi 
a vecierrericof Hewat Pacha Comporalion PORSO is A metered ecierik of orders must add $3.00. Canadian customers, add $15.90 Tacs 
Adobe Systems Incorporated. PC Paintbrush IV, PC Paintbrush IV Plus and SoftType for air shipping. Payment must be in U.S. funds by check, STENCIL 


are trademarks of ZSoft Corporation. Publisher's Type Foundry is a registered 
trademark of ZSoft Corporation 


money order, VISA, MasterCard or American Express 
Not for sale outside North America. 
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386 Power at a 286 Price 


Packard Bell Force 386SX 


Arche Rival 386-SX 


| A Comparison of 
Four 386SX 
Systems 


Like it or not, things change quickly in the 
personal-computer world. There’s always 
something new to grapple with, to learn 
about and evaluate. Computers based on the 
Intel 80386SX microprocessor are hot news 
at the moment: Industry analysts predict that 
SXs will outsell all other categories of per- 
sonal computers this year. If you don’t know 


ABOUT THIS MINIGUIDE 


The 386SX-based units reviewed in this guide 
are from reputable manufacturers. 

Price quotes are for systems with a 40MB 
hard-disk drive (with 28-ms ac@ess speed), a 
1.2MB 5.25-inch or 1.44MB 3.5-inch floppy- 


disk drive (your choice), VGA output (8- or 
16-bit), MS-DOS 3.3 or higher, and system 
utilities. Prices for both color and monochrome 
VGA display systems are listed in the accom- 
panying chart. For more information and eval- 
uations of comparable systems, see the Buy- 
er’s Guide to 386SX-Based Computers in the 
March 1990 issue. 
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what all the fuss is about, here’s a quick 
crash course. 

To put it in the simplest terms, a 386SX is 
faster than any XT-class computer and all but 
a few AT-class computers. All things being 
equal, speed is good—but it’s not the whole 
story. A 386SX also facilitates the use of 
newer types of software and new ways to 
work. Two reasons. 

First, like all 386 microprocessors, the SX 
is designed to manage extra memory (beyond 
the MS-DOS limit of IMB). Many up-to- 
date software packages require extra memory 
to function efficiently. Perhaps more impor- 
tant, extra memory—plus program-switch- 
ing or multitasking software—lets users 
move quickly between software applications, 
an efficient work style for people who regu- 
larly use several programs. 

Second, a lot of new software is being 
written that will run only on 386 micro- 
processors and their descendants. Today, 
most of the available 386-specific packages 
are sophisticated databases and engineering 
drawing programs; tomorrow they may en- 
compass all the popular types of software. 

The points outlined above are really ad- 
vantages of the 386 microprocessor design; 
what about the SX part? The SX advantage is 
price. Again, in simple terms, the 386SX 


Sh ae ty ee e 


Micro Express ME 386-SX 


Tandy 4016 SX 


chip was designed to put 386 processing into 
an AT-type computer—without redesigning 
the whole system. The 386SX chip costs 
more than the 80286 (around which the AT is 
built), but the rest of an SX computer is 
pretty much the same as an AT. The bottom 
line is that SX systems cost only slightly 
more than comparably equipped ATs, but 
offer significant advantages. 

Let’s take a look at four new 386SX-based 
systems—each of which received a three-star 
rating—and see how they compare. 


REVIEWED IN THIS ISSUE 


Computers: 
Arche Rival 386-SX 
Micro Express ME 386-SX 
Packard Bell Force 386SX 
Tandy 4016 SX 


Printers: 
Diconix M150 Plus Ink-Jet 
Fujitsu DL4600 Dot-Matrix 
Graphics Enhancement System: 
Intel Visual Edge 
Fax Machine: 
Epson PriorityFax 3000 


Contributing editor HENRY F. BEECHHOLD 
regularly reviews hardware for HOME-OFFICE 
COMPUTING. 
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Arche Rival 386-SX 
RATING: k k*k * 


BASIC SYSTEM PRICE: $2,590 


Arche Technologies, a relative newcomer to 
the computer industry, delivered its first 
batch of computers at the end of 1987. 
Since its debut, the company has earned 
plaudits for computer design and reliability. 
The Rival 386-SX typifies the Arche ap- 
proach: good performance at moderate cost. 
Though the Rival’s footprint is fairly 
small, the system has eight expansion slots, 
two of which are occupied by add-in cards 
(for the VGA display and input/output). 
The front panel includes a keyboard lock, 
status lights for power and hard-disk drive 
access, a large, numeric operating-speed 
display, and a reset button (a feature that 
should be provided on every computer but, 
unfortunately, is not). I found the digits on 


the operating-speed indicator to be so large | 


(one-half-inch high) and bright as to be 
quite distracting. It was like a beacon that 
glared at me while I worked. Finally, I put a 
piece of tape over it. 

While the keyboard casing is a bit flimsy, 
the keys themselves are firm and respon- 
sive. There is just the right amount of resis- 
tance and click for my fingers. 

The Arche Series 14 color VGA monitor 
(not included) worked well with the generic 
8-bit VGA video card that comes with the 
computer. Graphics and text appeared 
clean, bright, and sharp, with no noticeable 
distortion. 

The user’s guide is well illustrated and 
easy to read; you should have no problems 
setting up the system. In addition, there’s a 
crudely printed system-board manual, a 
somewhat less crude video-card manual, 


and MS-DOS and GW-BASIC guides. 

For such a young, up-and-coming compa- 
ny, Arche has done an admirable job pro- 
ducing this 386SX-based unit. The Rival 
386-SX offers a lot of features at modest 
cost. It’s not the cheapest of its type, but it’s 
a solid performer. 


Micro Express ME 386-SX 
RATING: k k*k * 
BASIC SYSTEM PRICE: $1,519 | 


Micro Express is a growing mail-order com- 
pany that has survived in the marketplace by 
offering high-performance products at re- 
markably low prices (although no discounts 
are available). At an astonishing $1,519 for 
a basic system (a monitor is extra), the ME 
386-SX is well worth considering. 

You can purchase the ME 386-SX with 
either an enhanced AT-style keyboard or a 
Chicony track-ball keyboard (there’s no ex- 
tra cost and it’s supplied with its own soft- 
ware). Neither keyboard has the right combi- 
nation of resistance and click for my taste, 
but after all, this is subjective. Although I do 
like the idea of a built-in track ball, the 
activation buttons on this one are inconve- 
niently located below the spacebar. 

The 16-bit video card and color VGA 
monitor (not included) produced first-rate 
results—blazing, bright colors and sharp 
text. The VGA card takes advantage of the 
computer’s high-speed bus and blasts full- 
color graphics onto the screen almost 
instantaneously. 

Documentation is mediocre; it certainly 
does not match the quality of the equipment. 
In fact, much of the information in this 
three-ring manual applies to Micro Express 
computers in general, covering things like 


installing expansion boards. There is anoth- 
er small manual included that particularly 
pertains to the ME 386-SX. Again, it’s not 
outstanding. 

Speed, price, and practicality are what 
counts in any system—the ME 386-SX in- 
cluded. This unit was a pure pleasure to use. 
Check it out. 


Packard Bell Force 386SX 
RATING: kx k*k * 
BASIC SYSTEM PRICE: $3,595 


Packard Bell is one of the largest manufac- 
turers of computer systems, monitors, add- 
in cards, printers, modems, and fax equip- 
ment in the United States. Its attention to 
customer needs is apparent as soon as you 
rip open the Force 386SX box—among the 
manuals and guides, you’ll find a videotape 
that explains the process of setting up and 
using your new computer. system. A 
thoughtful idea. 

This unit comes equipped with two flop- 
py-disk drives—a 1.2MB 5.25-inch and a 
1.44MB 3.5-inch. The 5.25-inch drive sits 
in the usual horizontal position, but the 3.5- 
inch drive is vertically mounted—an ar- 
rangement that allows for a more compact 
enclosure. The horizontal arrangement of the 
expansion slots also helps save space. Even 
so, this computer is fairly large. 

The display quality (VGA is built onto the 
motherboard) is up to par with that of the 
other units reviewed here. The keyboard is 
sensitive and requires only a light touch (a bit 
too light for my taste), but there is a smidgen 
of clickback. 

For newcomers to computing, the Force 
386SX is an ideal system for both documen- 
tation (including the videotape) and soft- 


A SIDE-BY-SIDE COMPARISON OF 
FOUR 386SX-BASED SYSTEMS 


All systems reviewed run at 16 MHz (with 0 wait states) and include a floppy-disk drive (your choice of either 5.25-inch 1.2MB or 3.5-inch 1.44MB ), a 40MB hard-disk drive 
(with 28-ms access speed), VGA output (8-bit or 16-bit), MS-DOS 3.3 or higher, and system utilities. To get total system price, add the price for the display system of your 
choice to the basic system price. All systems should be available at discounts of 20 to 35 percent, except the Micro Express (sold direct only) and the Tandy. 


Packard Bell Force 386SX 


Arche Rival 386-SX 


Dienie System: VGA C Golor +. 
_VGA Monochrome _ 


Softwar 


Warranty (in ERRIA ] 24 
NOTES: 1. 


Micro Express ME 386-SX 


Tandy 4016 SX 


kkk 


Maximum amount of memory that can be added to the motherboard. 2. 30-day money-back guarantee. 3. Price includes both 5.25-inch 1.2MB and 3.5-inch | 


1.44MB floppy-disk drives. 4. System comes standard with a 3.5-inch 1.44MB floppy-disk drive; a 5.25-inch 1.2MB drive is optional. 5. Includes 4 months of on-site service. 
KEY: AT = 16-bit; M = mouse; N/A = not available; P = parallel; PC = 8-bit; S = serial 


MANUFACTURERS: Arche Technologies, Inc., (415) 623-8100; Micro Express, Inc. , (714) 852-1400; Packard Bell, (818) 773-4400; Tandy Corporation, (817) 390-3011 
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Memory is gold. 

And like gold, some of it is hidden away 
inside your computer. For years, we've been 
working toward putting it all under your 
control. And now we can. 

Now you can make today’s more powerful 
programs run without giving up network and 
mouse drivers and TSRs. 


Introducing Quarterdeck Manifest 
—the memory analyzer 


Many PC users know there are nuggets of 
memory sitting unused in most PCs. But those 
little pieces of memory can add up to 130K! 


That's why Quarterdeck Office Systems, 
publisher of DESQview, developed a new utility 
that helps you find and use this memory. It’s 
called Manifest. And it does for memory what 
PC Tools does for disks. For very little money. 


Quarterdeck’s seven years of 
memory expertise made Manifest 
Manifest guides you deep inside your PC. 
It locates unused (or underused) 
memory and suggests where you 
could load networks, buffers, mouse 
drivers, TSRs and other utilities to 
increase performance. It even 
analyzes what type and amount of 
RAM you have available, and which 
portions of your memory are faster. 


LA 
COMPAQ 
6323/87 
None 


~ abaaced 


Cosvent ioual! Memory 640x 


Manifest shows you how your memory works. Here’s the 
first megabyte of RAM, showing unused areas. 


Administering a number 
of PCs? Manifest’s diag- 
nostic and reporting 
capabilities reduce techni- 
cal support time . It not 
only identifies problems 
but helps to solve them. 


1024K 


640K 


Before After 
Your current memory is full of holes. Our tools can fill 
blocks of unused addresses between 640K and 1024K to 
free up memory your programs can use. 


Manifest shows you the contents of 
AUTOEXEC.BAT and CONFIG.SYS files. That 
can be a big help when diagnosing problems. 
Manifest tells you all about your hardware, too 
—from your cpu type to what boards you have 
installed. Manifest even tests memory speed. 
And it runs benchmark tests on expanded 
memory boards so you can make 
informed buying decisions. 

You won't need a PhD to under- 
stand what you're doing. Manifest 
has an interactive ‘manual that tells 


you how to use the te and 
what benefits you'l 
And unlike a lot of hot new WORLB 


software, Manifest works on virtually 
any PC: 8088, 8086, 80286 or 80386. It’s 
a productivity breakthrough from the 
memory experts at Quarterdeck. 


Introducing QRAM—the 
Quarterdeck memory optimizer 
End RAM cram in your 8088, 8086 or 80286 

PC once and for all. QRAM (pronounced cram), 
is a package of utilities that gives you unprece- 
dented control over memory, letting you set up 
your memory the way it will work best for you. 
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There's gold 


Now, Quarterdec 


Ss new 


If you have EMS 4.0 or EEMS boards, QRAM 
can find unused addresses and ‘map’ memory to 
those addresses. Then it looks at your AUTO- 
EXEC.BAT and CONFIG.SYS files and figures 
out what TSRs, network and mouse drivers and 
DOS resources can be loaded high and where. 

And, like all Quarterdeck memory products, 
QRAM is compatible with the Microsoft XMS 
specification used by Windows 286, V. 2.x. 

If your PC has ‘shadow RAM,’ there’s even 
more gold in your PC. QRAM finds the unused 
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QRAM optimizes your memory performance by moving 
utilities and drivers out of the area between 0K 640K— 
freeing it up for your programs to use. 


parts and puts them under your control. 


And if you have an EGA or VGA-equipped 
PC and don’t need graphics at the moment, 
QRAM will make an additional 96K ‘nugget’ of 
memory available! When you need graphics 
again, QRAM will switch you back to EN 
mode! Think how helpful that will be for those 
big dBASE files. 

QRAM can’t work miracles, but if there’s 
memory available anywhere, QRAM lets you 
use it to increase your PCs speed and 
performance. 

QRAM is available bundled with Manifest 
for just a little more than Manifest alone. 

Manifest and QRAM—two more examples 
of Quarterdeck’s commitment to mining the 
most productivity out of the PC and software 
you own today. 


in your PC. 


jools can mine it for you. 


Introducing QEMM 50/60 
Version5.0 


QEMM (Quarterdeck Expanded Memory 
Manager) 50/60 is the gold standard in memory 
management for the IBM PS/2™ series 50 and 60. 
It works with IBM's Memory Expansion Option, 
Expanded Memory Adapter/A and compatible 
memory boards. 

It supports all three specifications for 
expanded memory: EMS 4.0, EMS 3.2 and EEMS 
memory so you can run all expanded memory 
programs. 

And it also works with Microsoft's XMS 
specification, in case you want to use Windows. 

QEMM lets you use memory locations 
between 640K and 1024K to run TSRs, mouse 
and network drivers, DOS resources and MCA 
adaptors. That means you can gain up to 130K of 
memory space below 640K for your programs. 


Best of all, QEMM is designed to be easy to 
use—even for those new to the PC. Just install it 
and type ‘optimize,’ and it looks at 
your AUTOEXEC.BAT and 
CONFIG.SYS files and loads 
whatever it can in high 
memory. Automatically. 

QEMM 50/60 is priced 
economically. It’s the biggest 
boost you can give your PS/2 
for the price. 


System Requirements 

Manifest: 8088, 8086, 80286 80386 and i486 PCs & PS/2s 
QRAM: 8088, 8086, 80286 PCs. Use of high memory is 
only available when PC has EMS 4 or EEMS expanded 


memory or Chips & Technologies shadow RAM. 


QEMM and DESQview let you multitask and window 
with the programs you know and use today. 


Introducing QEMM 386 
Version5.0 

QEMM 386 can expand the memory of all 
386-based computers, including PCs with 80386 
upgrade boards. It makes your memo 
compatible with EMS 4.0, EMS 3.2 and EEMS 
memory without having to add special hard- 
ware. It’s compatible with protected-mode 
programs (like 1-2-3 Release 3, IBM Interleaf and 
Paradox 386) using DOS extenders compatible 
with the Quarterdeck/Pharlap VCPI spec. 

QEMM also works with Microsoft’s XMS 
spec to extend memory for Windows users. 

QEMM gives you maximum control over 
your memory between 640K-1024K. It can find 
unused memory nuggets as small as 4K and use 
them to free up room for programs to use. 


QEMM 50/60: 80286-based PS/2s and compatibles with 
IBM PS/2 80286 Memory Expansion Option, IBM PS/2 
80286 Expanded Memory Adapter/A or compatible. 
QEMM.-386: 80386-based PCs and PS/2s and PCs with 
80386 add-in boards. 


Quarterdeck Office Systems 


QEMM 386 even monitors how your pro- 
grams use memory while as running. Then 
it shows you where there’s additional memory 
you can use. It even measures which parts of 
your memory are fastest and ‘decides’ how to 
use them for better performance. In action, it’s 
easy and fun—almost like having an artificial 
intelligence program to help tune up your PC. 

All these capabilities add up to greater 
performance at a very low cost. And QEMM lets 
you go for the gold without having to become an 
expert on the PC memory puzzle. 


Like all Quarterdeck products, it works with 
your current PC and favorite software. 


A few words about DESQview 


What's the smartest thing to do with all that 
additional memory? Run DESQview and 
multitask your favorite 
programs in windows. 
Use a mouse or keyboard 
and you can run graphic 
and text-based programs 
side-by-side. All without 
having to invest ina 
bigger hard disk or more 
memory. 

From Manifest to 
QRAM, QEMM and 
DESQview, Quarterdeck helps you mine the 
most from the software and PC you have today. 


PRODUCT | 
OF THE! 


Some of DESQview’s 
recent awards. 


Trademarks: 

IBM, PS/2: IBM Corporation; PC Tools: Central Point Soft- 
ware; 80386, i486: Intel Corporation; Microsoft: Microsoft 
Corporation; 1-2-3: Lotus Corporation; Paradox: Borland; 
Chips and Technologies: Chips and Technologies 
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ware (which includes Microsoft Works, 
Borland SideKick, and Spinnaker DOS 
Manager). But the big attraction will be the 
computer’s high level of performance. With 
discounted prices around $1,595, this sys- 
tem is a good buy. 


Tandy 4016 SX 
RATING: kx * * 
BASIC SYSTEM PRICE: $2,768 


Tandy has more microcomputer experience 


than any other company still in the business. 
Its latest 386SX entry, the 4016 SX, offers 
good looks and performance in a small 
package. 

In addition to a 1.44MB 3.5-inch floppy- 
disk drive (you don’t have a choice here, 
but you can purchase a 1.2MB 5.25-inch 
drive separately), the elegantly plain front 
panel sports a power switch with an indica- 
tor light and a reset button. The expansion 
slots are arranged horizontally to save 
space. The disadvantage of a small-footprint 
unit such as this is its limited expansion 


capability. But this shouldn’t prove to be a 
problem if you don’t need more than three 
add-in cards. 

The 4016 SX keyboard is well made and 
offers just the right amount of resistance and 
click. Perfect. The built-in VGA circuitry 
performs satisfactorily—you get clear text 
and bright graphics. 

The Tandy 4016 SX is a respectable per- 
former built by a well-known, reliable com- 
pany. As with all other Tandy/Radio Shack 
products, no discounts are available, except 
during special promotions. 


A Pair of Printers; 
A Fancy Fax; 
A Complex Graphics System 


Lightweight Mac 
Printer Does 
Heavyweight Job 


Diconix M150 Plus 
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Traveling companion for the Macintosh Portable 


RATING: X * K 


AT A GLANCE: Virtually silent portable ink-jet 
printer for the Macintosh; produces high-quality 
output with the help of included fontware. 
DOCUMENTATION: Clear and well illustrated. 
SETUP: Printer setup is simple; installing 
fontware is more challenging. 

EASE OF USE: Easy. 

VALUE: No bargain, but priced within reason. 
SUPPORT: Good and getting better (as Kodak 
gains experience in the Macintosh world). 


78 HOME-OFFICE COMPUTING 


LIST PRICE: $699 

MANUFACTURER: Eastman Kodak Co., 901 
Elmgrove Rd., Rochester, NY 14650; (716) 724- 
4000 

TYPE: Plain-paper thermal ink-jet 

HARDWARE REQUIREMENTS: 1MB Macintosh; 
System 6.0.2 or later 

PRINT SPEED: Depends on font and type size 
GRAPHICS RESOLUTION: 192 by 192 dots per 
inch 

FONTS: Courier, Helvetica, Times, Symbol (all 
scalable) 

PAPER HANDLING: Continuous-form tractor 
feed or single-sheet friction feed 

PAPER WIDTH: 9-inch paper; 7.1-inch maximum 
print width 

BUFFER: 2K 

OPTIONS: Stand ($16); carrying case ($30); 
Adobe fonts (various); ink cartridges ($14) 
DIMENSIONS: 10.8 by 6.5 by 2 inches 
WEIGHT: 3.75 pounds (with batteries) 
WARRANTY: One year 

Tiny and lightweight, Kodak’s Diconix 
M150 Plus ink-jet printer makes an ideal 
traveling companion for any Macintosh 
computer. It runs on a set of rechargeable 
batteries that tucks right into the platen, and 
it fits nicely inside most Mac cases, which 
gives on-the-go Mac users a convenient al- 
ternative to the hefty ImageWriter. 

To improve the already good ink-jet out- 
put, Diconix has bundled the M150 Plus 
with the fontware utility Adobe Type Man- 
ager (ATM). This combination promised 


near-laser-quality performance, and I was 
eager to try it out. 

Setting up the printer was a breeze; it 
took less than 15 minutes. Installing ATM, 
though, took longer and was trickier. Set- 
ting up ATM to run on a floppy-based sys- 
tem is tougher still, requiring a bit of jug- 
gling to get everything you need onto one 
start-up disk. The manual gives several hints 
and tips to help handle this situation. 

The manual is outstanding: nicely orga- 
nized, well written, and abundantly illustrat- 
ed. The 800 technical-support number is 
printed in several places. Kodak’s technical- 
support staff promptly answered my calls 
and responded to my questions the next day. 

The printer’s performance is impressive. 
Output on standard bond paper is dark and 
even. The solvent-based ink dries almost 
instantly and is quite water resistant, so 
smudging and smearing should not be a 
problem. And this printer is quiet; the only 
noise comes from the print-head drive. 

Adobe Type Manager produces high-qual- 
ity printer and screen output of virtually any 
size from PostScript font outlines. Although 
it has a reputation for glitches, ATM worked 
very well in my tests. Text output (from 
MacWrite II) was excellent (with just a 
slight trace of ‘‘jaggies’’ to distinguish it 
from laser output). Object-oriented graphics 
(from MacDraw II) also came out looking 
great—better than I expected. 

So, what are the trade-offs? The primary 
one is speed. In its highest-quality mode 
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(called Quality), the M150 Plus is quite a bit 
slower than an ImageWriter. Draft mode is 
quick, but output is light and ragged. There 
is an in-between mode, called Near-Letter 
Quality (NLQ), that should be fast enough 
for most users. Frankly, I couldn’t tell the 
difference between NLQ and Quality. 
Another trade-off is the 7.1-inch limita- 
tion on print width. This might pose a seri- 
ous problem if you plan to use the M150 
Plus to print drafts of work that will eventu- 
ally be output to a LaserWriter, which has 
an 8-inch maximum width. Kodak is now 
shipping an upgraded printer driver that gets 
around this problem—not by enlarging the 
size of the print area but by proportionally 
reducing or enlarging your output. (Your 
draft will be slightly smaller and have larger 
margins than the final copy, but the layout 
and page breaks will remain constant.) 
Overall, the M150 Plus is a fine product. 
At $699, it’s a bit pricey, but Adobe Type 
Manager has a list price of $99, so the street 
price of the M150 Plus should be reasonably 
close to that of an ImageWriter with ATM. 
In addition to being great for travel and 
ideal for a college dorm, apartment or other 
places in which space saving and quiet oper- 
ation are important, it is a viable choice for 
business users whose budgets won’t stretch 
to cover a laser printer, but who need better 
output than an ImageWriter provides. 
—CHARLES H. GAJEWAY 


About Our Reviews and Ratings 


Every month we take an in-depth look at 
new computers, computer peripherals, 
and other home-office hardware, such as 
fax machines, telephones, and copiers. 
We concentrate on products we believe 
will be of value to our readers—produc- 
tive tools for the home- or small-business 
environment. 

Each product is evaluated on its per- 
formance, features, documentation, set- 
up, ease of learning and use, versatility, 
availability, warranty, support, and val- 
ue. HOME-OFFICE COMPUTING’ s techni- 
cal editors then assign an overall rating 
on a scale of zero to four stars: 


O Poor kkk Very Good 
* Fair **®** Excellent 
** Good 


These ratings also reflect extensive use 
and testing of the equipment by our expert 
reviewers working in their own home 


Offices. 


Note on Hardware Requirements: 

Any product listed as requiring an IBM 
PC/XT/AT or compatible should also 
work with an IBM PS/2 Model 25, Model 
30, or Model 30 286. 


Luxury Dot-Matrix 
Model 


Fujitsu DL4600 
im 


RATING: X * * 


AT A GLANCE: High-priced, heavy-duty printer; 
offers good speed and handsome output. 
DOCUMENTATION: Excellent. 

SETUP: Simple. 

EASE OF USE: Outstanding control panel; less 
than outstanding paper handling. 

VALUE: Fair to good. 

SUPPORT: Prompt, courteous, and toll-free— 
12 hours a day. 

LIST PRICE: $1,650 (color model, $1,850) 
MANUFACTURER: Fujitsu America, Inc., 3055 
Orchard Dr., San Jose, CA 95134-2017; (408) 
432-1300 

TYPE: Wide-carriage, 24-pin impact dot-matrix 
RATED PRINT SPEED, DRAFT (AT 10 CHAR- 
ACTERS PER INCH [CPI]): 400 characters per 
second (cps) 

RATED PRINT SPEED, NEAR LETTER QUALI- 
TY (AT 10 CPI): 111 cps 

GRAPHICS RESOLUTION: 360 by 360 dots 
per inch 

FONTS: Draft, Courier (10 cpi), Prestige Elite (12 
cpi), Boldface Proportional, Pica (10 cpi) 
EMULATIONS: Epson LQ-2500, IBM Proprinter 
XL24, Fujitsu DPL24C Plus 

PAPER HANDLING: Push tractor (rear feed), sin- 
gle sheet (top feed), optional push tractor (bottom 
feed or front feed with optional front-path stand) 
PAPER WIDTH: 4.5 to 16.5 inches (continuous 
form); 4 to 16.5 inches with optional sheet feeder 
BUFFER: 32K 

INTERFACES: Parallel and serial 

OPTIONS: Cut-sheet feeder ($315, single bin; 
second and third bins, $175 each); pull tractor 
($160); 7 font cards ($50 to $145); front-path stand 
($80); long-life ribbon ($30) 

DIMENSIONS: 23 by 15 by 7.5 inches 
WARRANTY: One year 


The Fujitsu DL4600 can be thought of as 
the Mack truck of dot-matrix printers. It’s 
big, heavy, expensive (priced higher than 
several popular laser models), and is built to 
last about 10 years short of eternity. This is 
a printer for an office with serious dot- 
matrix needs—high volume, multipart 
forms, labels, wide paper. Like many high- 


Fujitsu’s DLA600 is built to go the distance. 


ticket appliances, it has numerous luxury 
features that bolster its value. 

My favorite feature is the two-line 24- 
character LCD control panel that tells you 
everything you need to know about the 
printer’s operation and allows you to effort- 
lessly set all of its operating parameters 
through a comprehensive, multilevel menu 
system. In addition to the plain-English text 
display, there are three status lights and 
seven control buttons. For my money, this 
supersmart control panel is the standard by 
which to judge them all. Most impressive. 

This machine does not disprove the rule 
that dot-matrix printers don’t print as fast as 
their ratings lead us to expect. The way I 
tested it—printing text at 40 characters to 
the line, double-spaced—the Fujitsu printer 
achieved only about one-half the rated speed. 
Having said all that, however, I must point 
out that this is about as fast as dot-matrix 
printers get—until you get to true industrial- 
strength models designed for round-the- 
clock production. 

Thanks to the heavy construction and 
sound-dampening cover, the noise level is 
among the lowest of the current crop of 
similar printers. The well-illustrated, wire- 
bound user’s manual is printed in two col- 
ors, and must be rated among the best. 

While this printer’s paper handling was 
generally smooth and sure, it did on rare 
occasions bunch up tractor-fed fanfold paper 
when form feeding—not something one 
wants to encounter in a luxury model. 

Although we can’t expect an impact dot- 
matrix printer to match laser quality (an 
almost inevitable comparison these days), 
this one’s output is outstanding. With a se- 
lection of five typefaces, this printer is well 
equipped to handle the kinds of printing 
tasks most offices require. The large selec- 
tion of available font cards and other acces- 
sories make this an uncommonly versatile 
printer that promises low maintenance costs 
and an ultralong life. Remember, too, that 
the list price is far higher than what you’ll 
have to pay. —HENRY F. BEECHHOLD 


Graphics-Enhancement 
System Falls Short 


Intel Visual Edge 


RATING: X * 


AT A GLANCE: Greatly speeds up printing of 
TIFF halftone images, with occasional, but unpre- 
dictable, resolution boost. 

DOCUMENTATION: Good to excellent. 

SETUP: Physical installation is tricky; software 
setup is simple. 

EASE OF USE: Achieving best output quality 
requires much trial-and-error experimentation. 
VALUE: Questionable; depends on your needs. 
SUPPORT: Poor. Useful information available 
by fax. 
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LIST PRICE: $695 (MicroChannel version, $895) 
MANUFACTURER: Intel Corp., 5200 NE Elam 
Young Pkwy., Hillsboro, OR 97121; (800) 538- 
3373; (503) 629-7354 

HARDWARE REQUIREMENTS: 80286- or 
80386-based MS-DOS computer with one free 
expansion slot, at least IMB of EMS memory, and 
hard-disk drive; HP LaserJet Series II printer 
SOFTWARE REQUIREMENTS: DOS 3.0 or later 


WARRANTY: Five years 


Intel’s Visual Edge aims at improving laser- 
printed reproductions of photographs. 


Intel’s Visual Edge system, a tool for desk- 
top publishers, is designed to improve both 
the appearance and the printing speed of 
laser-printed graphics made from scanned 
photographs. If the product truly fulfilled its 
promise, it would answer the prayers of 
desktop publishers everywhere. 

I worked with the Visual Edge for several 
weeks. While I found that it speeds up print- 
ing significantly, it made me work hard to 
get any quality improvement, which it did 
only in certain circumstances—and far less 
often than I would wish. 

The Visual Edge is a hardware-software 
system comprising several pieces—plug-in 
cards for the computer and printer, and a 
special cable—plus utility software. To use 
it, you need a computer with either a 286, 
386, or 486 processor, a hard-disk drive with 
roughly 2MB of free space, and plenty of 
expanded memory. (The size of the image 
you can print is directly proportional to the 
amount of free expanded memory available.) 
A 300-dot-per-inch (dpi) laser printer (pref- 
erably the HP LaserJet Series II, the only 
printer fully compatible with the Visual 
Edge) is required. 

Hardware installation was a bit of a strug- 
gle—because of the design of the LaserJet, 
not the Visual Edge board. Intel’s clear, 
well-illustrated manuals provided some gen- 
uinely helpful advice on this problem. 

To test the product, I used a flatbed scan- 
ner set at 300-dpi resolution to produce both 
IMG and TIFF versions of several black- 
and-white photographs, which I then printed 
out (with and without the Visual Edge sys- 
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Publisher than with WordPerfect. 


tem) through two different software pack- 
ages: Ventura Publisher 2.0 and Word- 
Perfect 5.1. 

With IMG files, the Visual Edge was a 
total washout. My IMG files actually print- 
ed more slowly with the Visual Edge than 
without it, and I could discern no improve- 
ment in resolution. With the TIFF files, 
however, the Visual Edge speeded up print- 
ing severalfold—a definite boon. For exam- 
ple, one 5.5-by-4.25-inch image that took 
80 seconds to print in Ventura Publisher 
without the Visual Edge printed in 24 sec- 
onds with the system. Not all results were 
this dramatic, but I did get a speedup from 
the Visual Edge for all TIFF files. 

The results on quality for TIFF images 
were better but still disappointing. With oc- 
casional exceptions, I could see little differ- 
ence between the prints made from TIFF files 
with and without the Visual Edge. For what 
it’s worth, results were better with Ventura 


RATING: X k*k K 


AT A GLANCE: Feature-packed fax machine 
with a 28-page memory. Handles paper well. 
Strangely, it has no on/off switch. 
DOCUMENTATION: Straightforward; easy to 
read. 

SETUP: Simple. 

EASE OF USE: Worked without any difficulties; 
excellent. 

VALUE: Excellent price for this full-featured unit. 
SUPPORT: Good; very helpful. 

LIST PRICE: $1,800 

MANUFACTURER: Epson America Inc., 2780 
Lomita Blvd., Torrance, CA 90505; (213) 539- 
9140 

COMPATIBILITY: Group 3 

RESOLUTION: Standard (203 by 98 dots per inch 
[dpi]); fine (203 by 196 dpi) 

GRAY SCALE: 16 levels 

MAXIMUM SCANNING WIDTH: 8.5 inches 
RECORDING PAPER LENGTH: 98 feet 
MAXIMUM TRANSMISSION SPEED: 9600 bits 
per second 

FEATURES: Polling, broadcasting, delayed trans- 
mission, 5-page automatic document feeder, auto- 
matic paper cutter, 40-number autodialer (fax or 
voice), 28-page memory, remote operation 
DIMENSIONS: 16.5 by 11 by 4.7 inches 
WARRANTY: One year 


The Epson PriorityFax 3000 is a small, full- 
function fax machine with a long list of 
useful features. 

The unit addresses the problem of curling 
fax paper by adding a metal strip to the end 
of the paper path. This guide flattens pages 
as they exit the machine so that they don’t 
roll up. Smart idea. Pages are then fed into a 
paper tray, which can either lay flat on your 
desktop or hang over the edge. It’s a joy to 
remove a neat stack of paper from the tray 
rather than having to pick up a scattered pile 
from the floor. Epson has done an admirable 
job addressing the paper-handling difficul- 
ties associated with fax machines. 

Aside from details like automatic docu- 
ment feeders and paper cutters, I believe 
that memory is emerging as one of the most 
important fax features—more of a necessity 
than an extra. Memory ensures that an in- 
coming document is fully received if, by 
chance, your fax machine runs out of paper. 
It also enables you to run a document 
§ through the system and store the data for 
transmission at a predetermined time. The 
PriorityFax 3000 can store 28 pages of text 
f in its memory. 

The only fault I can find with the Priority 
Fax 3000 is that it doesn’t have an on/off 
switch. When you plug in the unit, it’s 
ready to go. Maybe I’m being picky, but I 
feel better knowing that I can turn off ex- 
pensive electronic equipment when I leave 
my office for long periods of time. That 
aside, the Epson PriorityFax 3000 is a top- 
notch performer. —STEPHEN MILLER 


Anyone who has worked a lot with com- 
puter-generated, laser-printed graphics 
knows that they are the products of a com- 
plex set of interacting factors. Each piece of 
equipment—scanner, scanning software, 
output software, and, in this case, the Visu- 
al Edge system—influences the final result. 
The only way to find out what works best 
with a particular image is to experiment. . . 
experiment . . . and experiment. 

Even keeping this in mind, after working 
extensively with the Visual Edge, I con- 
clude that this product is suited to a very 
narrow spectrum of users: serious desktop- 
publishing professionals who need the best 
possible quality for scanned photographs 
that can be squeezed from a 300-dpi laser 
printer. For such people, any improvements 
other than speed will be hard won, after 
much time, patience, and trial and error. 

—EVA J. BLINDER 


Top-Notch Fax 


Epson PriorityFax 3000 


j T tvs 
The Epson PriorityFax 3000 cures paper 
curling. 


“HOW MUCH MORE PRODUCTIVE 
WOULD YOU BE IF YOUR LASER 
PRINTER WERE UP 
TO 50 TIMES FASTER?” 


You could print graphics in 20 | publishing, or if you want to inject And it pays 
seconds instead of five minutes or drama into reports and presentations, C m youback.. 
a 72-page manual in 10 minutes Gradco’s TurboPrint controller pro- = with higher 
instead of over an hour. vides 35 scalable, rotatable fonts (228 ess A productivity. 

A faster laser printer characters each). It also accepts : =  Getour 
would make it easier and prints scalable fonts from the hand- 
for you to meet gA large Bitstream® type library. a a holding 
deadlines or to Get 2.5 MB of added memory (°° =~ support 
have more time | Gradco’s TurboPrint controller == e A full 
for experiment- i comes standard with 2.5 mega- one-year ae © 800 line for 
Ing with layouts, bytes of additional memory to handle | technical support ° Free software 
m a ty a | id multiple fonts, complicated graphics driver upgrades for one year 
aken Ou TOR ae woud | and complex pages. Try Gradco's TurboPrint controller 

Maes . m | Get certified PostScript isk 

That’s why Gradco’s TurboPrint rage at our ris 
controller is one of the most impor- language compatibility ; Order Gradco’s TurboPrint 
tant productivity tools you can own. ConoScript," TurboPrint’s controller today. Install it in your 

> language interpreter, is based on 

Get ultrafast speed with Conographic® technology. It O 
Gradco’s TurboPrint controller Rolo Ree = TT ge 5 oe 

Gradco’s TurboPrint controller | from Adobe oe A E eo ie 


turns your laser printer into a speed 
demon that outputs 25 to 50 times 
faster than normal from Windows™ 
and Harvard™ Graphics...from 
Ventura Publisher™ and Aldus Page- 
Maker®... from WordPerfect® and 
Microsoft® Word™...and when 
printing PostScript® files. 

In fact, Gradco’s TurboPrint 


Systems Inc. 
and is certi- 
fied fully 
compatible 
with the Post- "= 
Script language. = 
Get the best price à 
on the market: only $1, 195 


“PC for 30 days. If 


is the fastest printer controller on Ordinary accelerator boards youre dissatisfied for any N. 
the market. often H as Poon or more than reason, simply mail it back xv 

‘Le you paid tor your laser printer. to us in its original carton for esse 
Get 35 high-speed, scalable, Gradco’s TurboPrint control- a complete refund. ee 


rotatable fonts 
If you're serious 
about desktop 


ler, on the other hand, costs 

only $1,195. 

It also offers you: 

e Windows 2.0 & 3.0 support 

e HP® LaserJet™ IT & Il 
compatibility 

e Enhanced fonts 

e Easy installation in less 


than 10 minutes 
CIRCLE READER SERVICE 37 


To order call 714-454-0108, 
or toll-free 1-800-628-1538 


GRADCO PRINTER SYSTEMS 
A subsidiary of Gradco Systems 

7 Morgan 

Irvine, CA 92718 


Gradco is the world’s largest independent producer of 
paper handling devices for computer printers and copiers. 


Gradco’s 
TurboPrint controller 


M n 


BY MARIE ALVICH-LOPINTO 


Computer Accessory Starter Set. Five essential accessories from 
Curtis to help you protect your computer and save desktop space: a 
six-outlet SAFE-Bloc surge protector, a Curtis Clip copyholder, 
universal printer legs for holding any printer, a disk file, and a disk- 
drive cleaning kit. Available for either 5.25- or 3.5-inch floppy-disk 
drive systems. $60. From Curtis Manufacturing Co., Inc., 30 Fitz- 
gerald Dr., Jaffrey, NH 03452; (603) 532-4123. 


A Teflon-Coated Disk. A Teflon coating on the recording surface of 
Kodak’s new TFX disks can help prevent data loss caused by 
fingerprints, spills, and smudges. The coating resists most debris 
and the disk surface can be wiped clean with a soft, lint-free cloth. 
These 5.25-inch preformatted disks come double sided/double den- 
sity or double sided/high density. $12 to $22 per 10-pack. From 
Verbatim Corp., 1200 W. T. Harris Blvd., Charlotte, NC 28213; 
(800) 232-5111; (704) 547-6500. 


Affordable Office Furniture. Looking for a desk that’s attractive and 
functional yet inexpensive? Soundesign’s Model WS4002P Work 
Station includes not only a desk but a hutch, printer stand, and corner 
connector as well. There’s 
space for your computer, 
printer, telephone, and 
supplies. $160. From 
Soundesign Corp: 

Ready-To-Assemble 
Furniture Division, Har- 
borside Financial Cen- 
ter, 400 Plaza Two, Jer- 
sey City, IND O73TI; 

(201) 434-1050. 
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Your Partner in Grime. Glass 
Mates premoistened wipes are 
great for cleaning monitor and 
TV screens as well as windows, 
mirrors, appliances, desktops, 
and keyboards. $2.59 for a con- 
tainer of 20. From Lehn & Fink 
Products Group, Sterling Drug, 
Inc., 255 Summit Ave., Mont- 
vale, NJ 07645; (201) 573- 
5700. 


Call the Road Warrior for Extra Laptop Power. Carrying an auxiliary 
battery pack is a smart idea when you’re on the road with a laptop. 
It’s good to keep a fully charged spare handy for the times when the 
battery pack you’re using runs low. The Road Warrior Battery Pack 
comes complete with a nylon carrying case, an overnight charger, 
and an output socket. The 8-amp version ($140) provides about one- 
and-a-half hours of power and the 12-amp version ($170) supplies 
approximately two hours. Both fit most laptops. From Computer 
Products Plus, Inc., 16321 Gothard St., Huntington Beach, CA 
92647; (714) 847-1799; (800) 274-4277. 


Go Where No Duster Has Gone 
Before. Dust on or in your com- 
puter, keyboard, printer, or fax 
machine could mean unneces- 
~ sary downtime or expensive re- 
pairs. Falcon’s environmental- 
ly safe Dust-Off Plus blows 
dust out of every nook and 
cranny. $40 for a 12-ounce can; 
$10 for a 12-ounce refill. From 
Falcon Safety Products, Inc., 
25 Chubb Way, P.O. Box 
1299, Somerville, NJ 08876; 
(201) 707-4900. 


MARIE ALVICH-LOPINTO is associate technical editor for HOME-OFFICE 
COMPUTING. 


INTRODUCING 


HOME OFFICE/ 
MALL BUSINES 
CONFERENCE 

AND EXPO 


OCTOBER 26-28, 1990 
MEADOWLANDS CONVENTION CENTER 
Seen NJ 


Targeted directly to operators of small businesses/home offices and their suppliers. Don’t miss out on what will 
prove to be the Business-Building Event of the Year! 


For You, Our Readers, Expo will provide... 

A broad curriculum of seminars designed to make you the best at: 
Starting a Business 
Marketing your Products and Services 
Equipping your Office 
Protecting Yourself and Your Business 
Getting the Most from your Computer 


® Meet with exhibitors and see displays with the very latest in business products and services 
® Actually be able to buy from your favorite retailers 
® Meet with the editors and writers of Home Office Computing Magazine 


For Exhibitors, Expo will provide... 

A not-to-be missed opportunity to showcase your products and meet face-to-face your customers. A technology 
saavy, business-smart audience of 25,000 home-office entrepreneurs who won’t be just looking, they'll be 
buying. Everything from laptop computers, to office furniture, supplies, copiers, fax machines, printers 
etc...you name it. They represent a hefty portion of the home-office market that spends $35 billion annually on 
retail purchases. 


Join Home Office Computing throughout 1991 as we take this show on the road to seven cities throughout the 
U.S. Our first stop will be Dallas in February followed by San Francisco’s Cow Palace, scheduled for March and 
the Anaheim Convention Center, scheduled for April. 


But, don’t wait, get in on the action from the start. 
For tickets or to reserve exhibit space or for further information, please call Shirlee Brundage, Dimensions 
Meeting and Tradeshow Management at 800-562-7062. 


SPONSORED BY: 


Home Office 


C OMO Ps UT 


BUILDING BETTER BUSINESSES WITH TECHNOLOGY 


SOFTWARE REVIEWS 


Managing Lots of Data 
Has Rarely Been So Easy 


Plus: Laser-Printed 
Labels, a Mac Visual 
Outliner, and a Powerful 
Utility for MS-DOS 
Computers 


Menus and Tutorials 
Reassure Database 


Novices 
Alpha Four 


Alpha Four’s menus take the place of a 
complicated database programming language. 


Rating: kK kK Kw * 


AT A GLANCE: Easy to use but expensive. Hides 
complicated languages common to most relational 
databases. 

DOCUMENTATION: Clear, thorough, readable. 
Includes tutorials and reference. 

ERROR HANDLING: Efficient and transparent. 
EASE OF USE: Excellent. Menus let even begin- 
ners design relational databases. 

SUPPORT: Free for only 60 days, and you may 
wait on hold as you pay for the call, but staff is 
knowledgeable. Publisher also supports useful 
electronic bulletin board. 

VERSION REVIEWED: 1.0 


PRICE: $549 


SYSTEM REQUIREMENTS: 512K IBM PC, PS/2; 


hard-disk drive; CGA, EGA, VGA, or Hercules; 
5.25- and 3.5-inch 


PUBLISHER: Alpha Software Corp., One North 
Ave., Burlington, MA 01803; (617) 229-2924 
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If you can imagine a database as an elec- 
tronic filing cabinet, then picture a flat-file 
database as a cabinet that lets you get at 
only one file at a time. Relational databases, 
on the other hand, give you cabinets without 
fixed boundaries. They allow you to com- 
bine or divide files at will, creating entirely 
new arrangements of data. 

It would seem to follow, then, that every- 
body who needs a database would like to 
use a relational one, since it offers greater 
flexibility. Think again: Flat-file packages 
are usually easier to learn and use. Relation- 
al databases typically use special languages 
made up of logic and higher math—making 
it difficult to get up and running quickly 
with your new software. 

Enter Alpha Four, a relational database 
that—more than its complicated brethren— 
looks and feels more like a flat-file man- 
ager. Alpha Four makes using a relational 
database easy by hiding all the complicated 
algebra, calculus, and shorthand English of 
database languages behind a series of un- 
cluttered point-and-shoot menus. 

In fact, all of Alpha Four is menu-driven 
and easy to use; and it includes several 
conveniences for working with data. For 
instance, I defined several database indexes 
for sorting data by different fields. That 
way, I could use an index to automatically 
sort a client database first by the Last Name 
field and then by the City field, which lists 
clients alphabetically by name, but grouped 
by city. Normally, when you add records to 
a database, you need to update any indexes, 
but Alpha Four does it automatically. 

Although convenient, Alpha Four is no 
lightweight. It delivers sufficient power to 
build a set of 10 linked data files, support 
128 fields per record, and create two billion 
records per database. 

If you do get stuck, you can call upon one 
of Alpha Four’s manual- and disk-based tu- 
torials on any of 20 major help topics. 
These increase by gentle gradient from sim- 
ple to elaborate discussions. I also found the 
printed documentation to be an excellent 
resource, notable for both its clarity and 
thoroughness. It consists of a basic tutorial 
text (which, in the spirit of learning by 
doing, offers you sample databases enclosed 
with the program) and a reference manual. 

Error handling is as swift and painless as 
you'd hope from a program targeted at those 


not familiar with relational languages. If 
you make a mistake, press Esc to take you 
one step backward. When a problem’s solu- 
tion isn’t apparent, strong technical support 
is available, although not by a toll-free call. 
Although I got a ‘‘ Please wait; our staff is 
busy now’’ recording each of the four times 
I called, a human always answered within 
five minutes. All of the support staff were 
courteous and informative. The company 
also maintains a full-featured bulletin board 
that includes six message areas and numer- 
ous add-on files to download, free of charge 
(except for the cost of the phone call). 


About Software Reviews 


Our software reviews use shorthand to 
describe several of the details associated 
with any package. Hardware, software, 
and memory are required unless noted as 
‘‘recommended’’ or ‘‘optional.’’ When 
more than one computer is listed under 
“System Requirements,’’ the machine 
marked with an asterisk (*) is the type on 
which the software was reviewed. Re- 
quirements are not listed where obvious 
(for instance, printers with word proces- 
sors or modems with communications 
programs). Operating system require- 
ments, such as MS-DOS or the Macintosh 
System file, are listed only when they're 
not the standard minimum requirement 
(DOS 2.0 for IBM PC or compatibles, 
System 3.2 for the Macintosh, or ProDOS 
for the Apple II). For those computer 
systems that can use both 5.25- and 3.5- 
inch disks (IBM PC and PS/2 or the Apple 
II), we’ ve listed only those disk sizes that 
are either supplied with the software or 
available at no extra cost from the 
publisher. 

Models 

Ile/IIc/IIGS (in He/c mode) and compatibles 
Ile (enhanced ROM)/IIc/IIGS(in Ie/e mode) 


Designation 
128K Apple 
128Ke Apple 
Apple IIGS IIGS only 

IBM PC, PS/2  PC/XT/AT, PS/2 and compatibles 
128K Macintosh 128K/512K/512Ke/Plus/SE/II 
512K Macintosh 512K/512Ke/Plus/SE/II 
512Ke Macintosh 512Ke/Plus/SE/II 
IMB Macintosh Plus/SE/II 


O Poor *k* Very Good 
* Fair kkK* Excellent 
** Good 


The four stages of computer literacy: 


MASTERING 
WORDPERFECT 5.1 


PCs are just like any personal problem: it helps to know where to go for advice. After 
14 years, 400 titles and over 15 million books sold, perhaps no one knows more about computer 
self-help than Sybex. $| Take our ABC% series. It gives beginners all the courage they need to boot 
up and get busy, with simple steps and practical examples in plain English. $ Our Understanding 
and Mastering series take you right up the learning curve. With comprehensive tutorials. 
Extensive examples. And helpful extras like margin notes and complete indexing. $| There may 


be other ways to learn computers than Sybex SYBEX H | If 
books. But why deny yourself the pleasure? ° e p yourse . 
$2.00 REBATE: Buy one of the books featured above, circle it on this ad and send with purchase receipt to: SYBEX, 
Department M, 2021 Challenger Dr., Alameda, CA 94501. Offer expires Nov. 31, 1990. No photocopies please. 
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Remember, of course, that nothing comes 
free: Alpha Four’s price is high—$549. An- 
other obstacle is the software’s 512K memo- 
ry requirement. But if you need it, you can 
afford it—this software’s sophisticated data- 
handling capabilities will justify its purchase 
price many times over. 

The bottom line is this: If you’ve already 
got a relational database you’re happy with, 
there’s probably no reason to switch. And if 
you’re a mail-order entrepreneur or accoun- 
tant, say, searching for a high-powered, 
complex tool that has established and main- 
tained a standard path, give some thought to 
dBase. But if an extremely low learning 
curve and solid features are most important 
to you, Alpha Four is a very good, well-lit 
way to travel. —BARRY BRENESAL 


Hassle-Free, Laser- 
Printed Labels 


LabelPro 


LabelPro does only one thing, but does it 
flawlessly—prints many kinds of labels on 
several popular laser printers. 


Rating: x kK * * 


AT A GLANCE: Laser-prints mailing labels, disk 
labels, overhead transparencies, shipping labels, 
file-folder markers, return-address labels, and 
more. 

DOCUMENTATION: Concisely written and well 
organized. However, includes only shallow: expla- 
nation of how to add external clip art to labels and 
transparencies. 

ERROR HANDLING: No problems encountered. 

EASE OF USE: Excellent, owing to intuitive, 
menu-driven interface. 

SUPPORT: Staff courteous and knowledgeable, 


ready to walk you through the steps. 
VERSION REVIEWED: 1.0 


PRICE: $100 

SYSTEM REQUIREMENTS: 512K IBM PC, PS/2; 
hard-disk drive; CGA, EGA, VGA, or Hercules; 
HP LaserJét (or compatible), Canon laser printer 


(or compatible), Xerox 4045, or PostScript printer; 
DOS 2.1 or higher; 5.25- and 3.5-inch 


PUBLISHER: Avery, 818 Oak Park Rd., Covina, 
CA 91724; (818) 915-3851 


As I write, my family is moving. It’s not a 
long-distance move, only 50 miles. Like any 
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move, though, it’s a major one. And among 
the tasks involved in this move is the need to 
inform friends, relatives, and, most impor- 
tant, several hundred professional contacts of 
our impending relocation. The question is, 
How can I accomplish this quickly and with 
as little inconvenience as possible? Enter 
LabelPro, from Avery, the company that 
produces and sells labels of all shapes and 
sizes. 

LabelPro does one thing—and does it 
better than any other piece of software I’ve 
found to date: It prints labels on a laser 
printer. This may not sound like such a big 
deal, but if you’ve ever tried generating 
laser-printed labels, you’ll understand what 
a godsend this nifty little program is. 

Most database managers and word pro- 
cessors require all kinds of complicated 
steps to print addresses on mailing labels. 
With LabelPro, this task is reduced to a 
three-step process: Select the type of label 
sheets you are using, specify the informa- 
tion you want included on these labels, and 
begin printing. Using LabelPro really is that 
simple. It can also be more elaborate, de- 
pending on how fancy a label you desire. 
You can, for example, use the program’s 
Label Designer option to surround each ad- 
dress with a border, or specify a variety of 
font attributes (italics, boldface, and so on) 
for individual elements within your labels— 
name, address, and the like. You can even 
add clip art to a label printout. Avery in- 
cludes several sample images with the 
LabelPro package (a stylized globe, a 
house, a rose, and a heart, among others). 
As an option, the program lets you add any 
graphic stored in PC Paintbrush (.PCX) 
format. 

If LabelPro printed only labels, this pro- 
gram would still be worth its $100 price. 
But LabelPro produces much more, includ- 
ing disk labels, overhead transparencies, 
shipping labels, file-folder markers, and re- 
turn-address labels. In all, LabelPro in- 
cludes 14 templates, each of which automat- 
ically prints the information you specify to 
whatever type of label sheet you have cho- 
sen. And Avery didn’t overlook the obvi- 
ous. Each label type supported by LabelPro 
is cross-referenced to a corresponding stock 
number you can use to purchase that item. 

LabelPro imports data files created with 
either dBase or WordPerfect. Even more 
important, LabelPro can generate mailing 
labels from any comma-delimited ASCII 
file—a format that most programs are capa- 
ble of creating. Consequently, you will not 
need to retype your current name and ad- 
dress records to produce labels with this 
program. To print out the mailing labels I 
needed to send out notices of my impending 
move, I converted my 200-record contact 
database to ASCII, then imported it straight 
into LabelPro. It worked flawlessly. 


LabelPro’s menu-driven interface and 
comprehensive on-line help feature make 
getting up and running with the program a 
breeze. I set up the previously mentioned 
label printout without even looking at the 
program’s documentation. When I finally 
did get around to checking it out, I found a 
concisely written, well-organized, 62-page 
manual that doesn’t confuse you with tech- 
nical explanations. 

In short, if you print labels with a laser 
printer, you should check out LabelPro. 
Programs that do one thing quickly, easily, 
and well are a rarity in today’s software 
market. LabelPro is just such a package. 
Avery has a real winner here. 

—JACK NIMERSHEIM 


EDITOR’S NOTE: A version of LabelPro that 
supports 9- and 24-pin dot-matrix printers 
should be on the shelves as you read this. 


Direct the Flow of 
Your Ideas 


Inspiration 


"ao @ File Edit View Draw Format Symbol Window $- 
Restaurant Ideas EEE] 


Eclectic 
Snacks and 
Wine Bar 


Cajun 
Nightclub 


Q Gourmet 
Popovers 


As a visual outliner, Inspiration helps organize 
ideas in graphic form. The program also offers a 
standard outline view. 


Rating: X x * 


AT A GLANCE: Stand-alone outliner and project 
planner that produces diagrams and charts. 
DOCUMENTATION: Very good. Well-organized, 
spiral-bound manual incorporates screen shots and 
helpful hints. l 
ERROR HANDLING: Very good, although Pat- 
terns Option dialog box is a bit quirky. 

EASE OF USE: Simple, especially if you think 
visually. Would have been even easier to use as a 
desk accessory. 

SUPPORT: Good. 

VERSION REVIEWED: 2.0 

PRICE: $249 

SYSTEM REQUIREMENTS: 1MB Macintosh; 
System 4.2 or higher 

PUBLISHER: Ceres Software, Inc., 2520 SW 
Hamilton St., Portland, OR 97201; (503) 245- 
9011 


This is not my first experience with Inspira- 
tion, an outliner and diagramming tool from 
Ceres Software. I tested version 1.0 in the 
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summer of 1988. At that time, my overall 
impression of the program was that it per- 
formed well as an outliner, simplifying the 
task of organizing thoughts into a logical 
hierarchy of linked ideas. I also remember 
being overwhelmed by its visual approach to 
outlining. The program’s graphic shapes 
and connecting lines proved very distract- 
ing. On several occasions, I found myself 
spending too much time choosing the per- 
fect visual components instead of working 
on the ideas the shapes contained. Although 
I have some of the same problems with the 
program, many of its features have been 
improved in version 2.0. 

Luckily—since I have difficulty thinking 
visually—/nspiration’s outlining facility 
consists of two interconnected modules. The 
diagramming environment employs grid 
lines (construction guides), shapes, and a 
variety of graphic connectors to link one idea 
to the next. Each idea occupies its own sym- 
bol, and a completed outline takes on the 
appearance of an organizational flow chart. 
In Outline mode, which I prefer, there are no 
graphic elements. 

I find it much easier to work initially in the 
outline window. I begin with a simple detail 
and then add ideas, topics, and subtopics as 
they flow from my first thought. I can jump 
from idea to idea in a nonlinear fashion, 
cutting and pasting text to improve the intel- 
lectual flow. As I arrange and rearrange the 
conceptual organization, some subtopics are 
expanded in turn, taking on subtopics of 
their own. By the time I am through brain- 
storming, the first draft is complete. 

Once I complete an outline, I transform 
my text into a visually appealing presenta- 
tion. It’s fun to experiment with different 
symbols and shapes for added punch. I can 
put a light bulb here, a cloud there, or a 
rectangle at the top of the page to make a 
bold statement. I might also mix fonts, type 
sizes, and colors or configure shapes with 
shadows to add perspective. There’s enough 
here to let me customize the appearance of 
the illustration to suit all of my presentation 
needs—from overhead transparencies and 
flow charts to organizational diagrams. 

I can switch back and forth between dia- 
gram and outline views with a mouse click 
or a single keystroke. Conveniently, 
changes in one window automatically carry 
through to the other. 

Version 2.0 includes many sample files 
that show how to use the program’s fea- 
tures. These samples also offer ideas on 
how to organize a diagram, while providing 
useful templates for running a home office. 
There’s a flow chart for order processing, 
sample job descriptions, an action list for 
starting a new business, organizational 
charts, and much more. 

I think, as I thought a couple of years 
ago, that Inspiration would be much more 


practical as a desk accessory. It is inconve- 
nient, when inspiration strikes, to go 
through the tedious process of saving my 
current document, quitting to the Finder, 
and launching the program. On more than 
one occasion, I have preferred to jot down 
an idea on a Post-it note instead of exiting 
whatever I am doing on my computer. 

I also had a few little problems with In- 
spiration. The Pattern Options dialog, for 
example, was a bit quirky. When I selected 
a fill pattern for a particular shape in the 
diagram window and clicked on Apply, 
nothing happened. I had to close the dialog 
manually to return to the diagram environ- 
ment. Upon my return, however, the select- 
ed shape did contain the appropriate fill. 

It’s also a bit disconcerting that /nspira- 
tion still has no spelling checker. It is possi- 
ble to export your /nspiration document to a 
word processor equipped with a spelling 
checker, then reimport the spell-checked 
file, but this is a tedious procedure. You can 
also use a spelling-checker desk accessory, 
such as Thunder II. 

Inspiration can export documents in 
ASCII, Microsoft Word RTF, MacWrite, 
and ThinkTank formats, although you can 
import only More documents and ASCII 
files. An /nspiration diagram may be saved 
as a PICT file for export, but this option 
only preserves the diagram structure, not its 
main text contents—a limitation if you want 
to manipulate the PICT image within a 
page-layout application. 

One of Inspiration 2.0’s better improve- 
ments is its documentation, now spiral- 
bound and better organized, with more illus- 
trations and screen shots. Helpful tips are 
scattered throughout. The program provides 
no on-line help, but it’s so simple to use that 
you probably won’t need any. 

Despite the absence of desk-accessory 
and spelling-checker options, /nspiration of- 
fers good value as an easy-to-use project 
planner and diagramming tool to organize 
and present your ideas graphically. If, how- 
ever, you prefer to work in an all-text envi- 
ronment, without the benefit of diagrams to 
illustrate your points, Pd say go with the 
desk accessory Acta. It’s half the price. 

—CAROL S. HOLZBERG 


Create Custom 
Programs—No 
Experience Necessary 
HyperPAD 

Rating: X *x * 


that helps you get at programs, data, and DOS 
commands your way. With an accessible built-in 


programming language for creating your own 
applications. 

DOCUMENTATION: Excellent. Includes on-line 
tutorial, user’s guide with first-rate index, quick- 
reference guide, and getting-started manual. 
ERROR HANDLING: No problems encountered. 
EASE OF USE: Pretty good. While programming 
experience would reduce the learning curve, it’s 
not necessary. 

SUPPORT: Excellent, but not toll-free. 
VERSION REVIEWED: 1.0 

PRICE: $150 


SYSTEM REQUIREMENTS: 384K IBM PC, PS/2; 
two drives (hard-disk drive recommended); CGA, 
EGA, VGA, or Hercules; mouse optional; 5.25- or 
3.5-inch 

PUBLISHER: Brightbill-Roberts & Co., Ltd., 120 
E. Washington St., #421, Syracuse, NY 13202; 
(315) 474-3400 


With HyperPAD and a little time, you can 
automate DOS commands, create flat-file 
databases and tutorials, and author other 
custom applications. 


Much like HyperCard on the Macintosh, 
HyperPAD, for MS-DOS computers, is a 
jack of all trades. For instance, do you need 
a control center for your computer system, a 
DOS-shell-like menu to easily launch your 
programs from and to return to when you 
quit them? HyperPAD can help you. Or do 
you have lists that you need to keep and 
your own way of keeping them? Hyper- 
PAD’s good at that, too. 

Also, like HyperCard, HyperPAD gives 
you on-screen buttons (an option box or 
special area within the display screen) that 
you click on with a mouse to do something. 
That something can range from starting up 
your word processor, database manager, 
spreadsheet, or any other program to auto- 
mating DOS commands or running custom 
applications you’ve written using PADtalk, 
HyperPAD’s built-in programming language 
(a near relative of HyperCard’s HyperTalk 
language; if you’ve met one, you'll recog- 
nize the other). 

Using HyperPAD, I set up a client’s sys- 
tem so that when she first turns on her 
machine, it presents her with a screen con- 
taining the date and time, a menu of her 
application programs, two HyperPAD but- 
tons marked Info and Quit, and a boxed 
menu from which she can access several 


JULY 1990 87 


SOFTWARE REVIEWS 


SOFTWARE FOR LEARNING AND LEISURE 


TITLE/PUBLISHER/PRICE/ 
RATING/COPY PROTECTION 


First Shapes 
First Byte 
3100 S. Harbor Blvd. 
Suite 150 

Santa Ana, CA 92704 
(714) 432-1740 

$40 


SUMMARY 


With a talking bear as their guide, children three to six years old play 
shape-recognition games, build imaginary toys in a toy factory, and play 
a memory-matching game. My five-year-old reviewer, who can read 
simple words, had no problems using First Shapes on her own after be- 
coming familiar with its colorful icons. 
Unfortunately, the bear’s voice, which reads out the screen text, was 
not loud enough to be useful on my Vendex HeadStart III. It did work 


SYSTEM 
REQUIREMENTS 


512K IBM PC, PS/2.* 
CGA, EGA, or VGA. 
Mouse and speech 
synthesizer optional. 5.25- 
and 3.5-inch. Also for 512K 
Macintosh and 512K Apple 
IIcs. 


on other computers I tried, producing a slightly stilted computerized 


voice. 


Rating: x x x 
Copy Protection: No 


But even without its speech capabilities, First Shapes proved a rivet- 


ing diversion. Its excellent interface and easy-to-use playing system af- 
forded my junior reviewer much adult-free entertainment. 


Word Attack Plus! 
Davidson & Associates, Inc. 
3135 Kashiwa St. 
Torrance, CA 90505 

(213) 534-2250 

$50 


Ten levels of difficulty plus arcade-style fun help anyone aged 10 and 
up expand and strengthen vocabulary. This program, an enhancement of 
Word Attack!, is even better than its predecessor. Kids choose from five 
activities, including Word Display, Mulitiple Choice, Word Matching, 
Sentence Completion, and Word Attack (the arcade game). 

The program, augmented by good graphics and documentation, shines 


—Brianna Politzer 


128K Apple II.* Also for 
256K IBM PC, PS/2. CGA 
(IBM). DOS 2.1 or higher 
(IBM). 5.25- and 3.5-inch. 


in its ability to accommodate a wide age range. It actually makes im- 


Rating: x x * x 
Copy Protection: Yes 


Populous 

Electronic Arts 

1820 Gateway Dr. 

| San Mateo, CA 94404 
(415) 571-7171 

$50 


On this day—the day of Populous—you are a god. You control the desti- 
ny of millions and you can shape the planet on which your hapless min- 
ions dwell. 
The object of this game is simple: to impose your religious doctrines 
upon your opponents. The opposition has the same goal. In order to 
win, you must increase the population of your followers. The more of 


proving your vocabulary fun (entertaining, exciting, absorbing, amusing, 
captivating, engrossing, diverting). I highly recommend it. 
— Wayne Kawamoto 


384K IBM PC, PS/2. Two 
drives. CGA, EGA, or 
VGA. 5.25- or 3.5-inch. 


them there are, the higher their weapons technology, and the stronger 


Rating: * * * x 
Copy Protection: No 


you become. 
You raise and lower terrain so that your population can build settle- 


ments and farm the land. If the high priest of your opponent gets too 
uppity, just build a swamp under him. You get the general idea: You're 
in charge. The graphics action and documentation are fantastic. Popu- 


lous is a winner. 


Ratings Key: © Poor; * Fair; x * Good; * * * Very Good; * * * * Excellent 


customized applications, called pads in the 
HyperPAD vernacular. The program is 
equipped with more than 20 sample pads 
that include a calculator, a note taker, a 
phone dialer, a time-management system, a 
card-file database, a DOS pad, and several 
additional ready-to-use applications. My cli- 
ent simply clicks on any on-screen option, 
and HyperPAD takes over from there. 
Suppose, for example, that she clicks on 
the Info button. This calls up a multiscreen 
help facility I wrote containing instructions 
on how her system is set up, how she can 
select options, and what those options are 
used for. Each screen in my Info system, in 
turn, includes buttons that allow her to ei- 
ther request additional information on a giv- 
en subject or exit Info and return to the 
opening screen. She also can choose DOS 
commands, such as Format and Copy, from 
a list, instead of having to remember them. 
HyperPAD is much more than just a fan- 
cy DOS menu and message system, how- 
ever. The key to its full potential lies in the 
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pads you can create using the PADtalk 
scripting language. By analyzing the actual 
routines comprising the included sample 
pads, you can learn a lot about how PAD- 
talk works and how to start putting PADtalk 
to work for you. While programming expe- 
rience simplifies getting up and running 
with PADtalk, it is not mandatory. 

The amount of effort required to learn 
HyperPAD is reduced significantly by the 
program’s fine documentation and a wide 
range of learning aids. An on-line tutorial 
(itself a pad) explains the concepts and pro- 
cedures you’ll need to know to become pro- 
ficient. The user’s guide is well organized, 
well illustrated, and written in an informal 
style that instructs without intimidating. A 
comprehensive index makes finding specific 
information easy. 

HyperPAD has one significant shortcom- 
ing: Unlike HyperCard, it is limited to text 
operations. HyperPAD cannot incorporate 
graphics (although that limitation lets it run 
on nearly any PC), but you can display an 


—Aaron Roston 


entire graphic screen from programs such as 
Applause II and Freelance Plus. To com- 
pensate for its lack of graphics capabilities, 
HyperPAD includes several character-based 
line-drawing tools that let you design visual- 
ly pleasing screens with boxed menus, mul- 
ticolored displays, message windows, and 
the like. There’s even a screen-capture utili- 
ty that can take snapshots of any program’s 
screens and insert them into a pad—perfect 
if you want to help an assistant, perhaps, 
learn how to use that program. 

At $150, HyperPAD represents a well- 
spent investment. You may have to supple- 
ment that cost with an additional investment 
of time and effort—if you expect to tap the 
program’s full potential. Keep in mind, 
however, that comprehensive documenta- 
tion, a complete on-line tutorial, and capa- 
ble technical support minimize the learning 
curve. Used properly, HyperPAD’s jack-of- 
all-trades capabilities can make you the 
master of your computer system. 

—JACK NIMERSHEIM 


BUSINESS MENEE 


C As-Easy-As (4138) Fantastic! A power- 
ful, easy-to-use Lotus 1-2-3 compatible 
spreadsheet package. 

C Small Business Accounting (4141) A 
must for all small business owners. 

C Solve-it! (4143) Does over 20 vital 
financial calculations including amor- 
tization, PV, FV, and IRR. 

C Biller (4173) Complete billing system. 
Keeps track of your receivables and 
prints invoices and statements. 

Ll Form Master (4177) Create any busi- 
ness form quickly and easily. 


HOME and FAMILY E 


C CheckMate (4101) A complete check- 
book manager. Handles unlimited 
accounts and does reconciliation. 

CI Home Budget Manager (4103) Helps 
you to design and stick to a budget. 

Cl Home Inventory (4180) Keeps a per- 
manent record of all your property. 

[2] Edna’s Cookbook (4217,4218) An elec- 
tronic cookbook with several 
recipes—add your own. (2 Disks) 


WORD PROCESSING EEEE 


C Form Letters (4176) A collection of 100 
form letters for all purposes. 

[3] PC-Write 3.03 (4610-4612) All the fea- 
tures you need including spell- 
checking. The BEST word processor 
under $200! (3 Disks) 512K 


DATABASE/MAIL LIST EEE 


[C] Mail List (4205) Keeps track of your 
mailing list and prints mailing labels. 

[3] PC-File 5.0 (4213-4215) This database 
package is complete, powerful, and 
dBASE compatible! (3 Disks) Newly 
updated! 512K HD 


GRAPHICS/PRINTING EE 


[2] Epson Utilities (4333,4334) A collec- 
tion of utilities and fonts to enhance 
your printer's print quality. (2 Disks) 

C City Desk (4340) A simple desktop 
publishing system for newsletters. 

[JOn-Side (4387) Prints your spread- 
sheets (or anything) sideways! 

[4]PC-Key Draw (4391-4394) Powerful 
CAD design software system. Works 
w/keyboard or mouse. (4 disks) HD 

C PrintShop Graphics (4397) A large 
collection PrintShop of clip art. 

C] Banner Maker (4801) Make banners of 
various styles and sizes. Requires an 
Epson or compatible printer. 


Choose from the BEST! 


Exciting Software for IBM PC Compatible Computers 


EDUCATION as 


[2]French | & Il (4500,4501) French 
vocabulary for students. (2 Disks) 
[2] Spanish | & Il (4505,4506) Spanish 

vocabulary and verb drills. (2 Disks) 
C Algebrax (4524) Excellent algebra 
tutor which has different levels for the 
basic to advanced student. CGA 
Cl Geography (4526) Make learning fun 
with this geography trivia game. 
C] Math Tutor (4529) A fun approach to 
learning math. For kids ages 5-13. 
Cl Are You Ready for Calculus? (4534) 
This is an excellent pre-calc tutor which 
reviews algebra and trig. 

C World (4537) A fascinating electronic 
globe at your fingertips. CGA 


FREE 
Disk Drive 
Cleaning Kit 


With your order of 
7 or more disks 
from this ad, re- 
ceive this vital 
maintenance kit, 
FREE! A $9.95 
value!. 


Disk Holder 
In addition to a 
FREE disk drive 
cleaning kit, re- 
ceive this FREE 
Disk Holder with 
your order of 20 
or more disks. 

A $12.95 value! 

Both items come in your choice of 
either the 5%” or 31/2” size. This offer 
is good in the U.S. only. (Limit one free 
of each item per order.) 


C Puzzle Search (4538) An educational 
game with questions on American his- 
tory, world history, and geography. 

C Typing Tutor (4550) Quickly improve 
your typing skills and speed with this 
friendly typing teacher. CGA 

C DOS-a-Matic (4559) Menu-driven pro- 
gram that makes using DOS easy! 

CIBASIC Tutor (4560) Teaches the 
BASIC programming language. 

Cl Computer Tutor (4562) If you are a 
new user or computer novice, this pro- 
gram is WHAT YOU NEED!. 

CI School Mom (4567) Lessons on art, 
math, and spelling for kids. CGA 

C] Speed Read (4568) Improve your read- 
ing speed and comprehension. 


NEW and EXCITING! 


BUSINESS 

O Legal Form Letters (4175) Over 100 

forms for contracts, applications, etc. 

ACS In-Control (4180,4181) Acomplete 

system for sales prospecting, lead 

tracking, and billing. (2 Disks) 

Managing People (4190) A complete, 

easy-to-use management training 

course. 

O Power Desk (4191) Complete business 
productivity package. Includes a calen- 
dar, address database, word processor, 
and calculator. HD 


EDUCATION 
Total Recall (4570) This program helps 
you to quickly memorize words, phrases 
or information on any subject. 
Spell Games (4571) A spelling game 
that kids love to play! CGA 
Googol Math (4573) A math learning 
system with excellent graphics and 
several levels of difficulty. CGA 


mim 


1-800-444-5457 


GAMES 
O Pinball Il (4434) Five more games that 
remind you why you love pinball! CGA 
B] Ford Simulator li (4467,4468) Test 
drive your favorite Fords on the race 
track! (2 Disks) CGA 
O Vegas Johnny’s Draw Poker (4472) The 
best real poker game imaginable! Play 
against up to 6 computer opponents. 


A 
O Double Blocks (4473) A TERRIFIC 
Tetris clone for 1 or 2 players. Records 
top scores. You will love this game! 
O SUPER Arcade | (4403) A collection of 
famous arcade games like Qubert, Cen- 
tipede, Pango, and more! CGA 
O SUPER Arcade II (4408) More arcade 
favorites. This disk contains clones of 
Jump Man, Frogger, and more! CGA 
O Space Games (4464) Try these fun 
space games including Space War, 
Flightmare, and Defender. CGA 


A 
MasterCard 


UTILITIES as 


(]Masterkeys (4300) The disk utilities 
that everyone NEEDS! Includes file 
undelete, disk editing, and more! 

CI SimCGA (4305) Runs many CGA pro- 
grams on your monochrome system. 

C Tree View (4347) An amazing DOS 
shell with pull-down menus. 

CI HD Menu (4379) Puts all the programs 
on your hard disk onto a one-touch 
selection menu. HD 


MISC. APPLICATIONS Hl 


Cl Eliza (4805) Let the famous computer 
psychiatrist analyze you! 

C Lotto! (4823) Complete system for 
most states’ lotteries. (Req. printer) 

C Astrology (4831) Let the computer tell 
you what lies ahead in your stars! 

[2] Brother's Keeper (4852-4853) A great 
genealogy program that traces your 
family roots! (2 disks) 

[3 SeedMaster (4837-4849) The com- 
plete King James BIBLE on disk! 
Allows quick access to any word, 
phrase, topic. (13 Disks) HD 

(| Piano Man (4902) Record, edit, and 
then play back your favorite tunes. Also 
lets you turn your computer's keyboard 
into a musical instrument! 

O Video Librarian (4857) A complete, 
menu-driven video movie cataloging 
system with several functions. 

C Trip Planner (4858) A computerized 
road map. Computes miles and the 
shortest route between cities. 


CAMES a 


C AdventureWare (4420) Five challeng- 
ing text adventures sure to keep you 
intrigued for several enjoyable hours. 

C Checkers (4459) Think you're good? 
Can you beat your computer? CGA 

CD & D (4418) Immerse yourself in the 
ultimate adventure, anytime! 

CJ Ed’s Chess (4427) Challenge a tough 
computer opponent. Beats the expen- 
sive games like ChessMaster 2000! 

(1 18-Hole Miniature Golf (4414) Kids 
really love this one! CGA 

Cl Games for Everyone! (4461) A super 
collection of arcade games that don't 
require color or graphics cards—they 
will work great on ANY system. 

LININJA (4445) Use your fists, feet, 
sword, and throwing stars as you bat- 
tle the evil Ninja warriors. CGA 

LJPAC-MAN & More! (4421) Several 
always fun to play arcade hits. CGA 

[J PC-JigSaw (4458) A beautiful picture 
is displayed and then jumbled into 
several pieces. See if you can put it 
together again. FANTASTIC! 

LI PC-Pro Golf (4442) Choose your club 
and swing away at the Amherst Coun- 
try Club in this video golf game. CGA 

C Play ’n’ Learn (4555) Six learning 
games for pre-schoolers. CGA 

C Scrabble (4460) Test your word power 
with this always fun game. CGA 

O Solitaire (4428) Five different and 
enjoyable versions of solitaire. CGA 

CI SUPER Pinball (4429) A collection of 
five great video pinball games. CGA 

O Trivia! (4455) Have hours of fun test- 
ing your trivia IQ! For 1-6 players. 

O Tune Trivia (4471) A really fun “Name 
That Tune” sort of game. 

C Video Poker/Ultima21 (4435) You will 
love these excellent, full-featured poker 
and blackjack games! 

CI Wheel of Misfortune (4422) A really 
fun version of the popular TV show. 


CGA=Requires Color Computer 
HD=Requires Hard Drive 
512K =Requires 512K RAM 


CIRCLE READER SERVICE 50 
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Why Choose 
Software Excitement? 

That's easy! Only SE! delivers the best 
quality Public Domain and Shareware 
software at prices this low; with same-day 
shipping; easy to use, menu-driven disks; 
a money-back guarantee to ensure your . 
satisfaction; a polite, knowledgeable tech- 
nical support staff; free computer acces- 
sories with your quantity orders; 24-hour 
a day/7-day a week toll-free order lines; 
your choice of programs on the best 
brand-name color diskettes; a free cata- 
log with more great programs and the 
lowest prices on blank disks, printer rib- 
bons, and computer accessories; and SO 
MUCH MORE! 


wow! 


To make your experience with this 
great software just that much more 
enjoyable and hassle-free, we have 
installed an easy-to-use selection menu 
on the disks in our collection. Now all 
you have to do to have easy access to 
a program or the instructions is put the 
disk in your disk drive and type WOW. 


Price Chart 
Disks Ordered Price per Disk 
go, LO gE RARE LEN Rate, aE yA LO $2.99 
me Qo rata E N. OES EAS 2.49 
Na C AE AE E E EAA E 2.25 
r A U AEE AES I EA 1.95 
71 T ETN I oe A T 1.75 
DO iie aE ME Aa aa ERA, evans meee 1.49 


Remember to count each disk in the mul- 
tiple disk sets and to add 50¢ per disk if 
you need the 31/2” size. 

Name 

Address 

City. 

State 

Phone ( ) 


Visa/MC: Exp. Date 
# s = 


Zip 


Signature 


Disks x $ AS Seas Tay 
(See Price Chart) 


O If you need 3%" disks— 
add 50¢ per each disk .. .$ 


Packing/Handling Charge .$__3-00 _ 


Foreign Shipping Charge 
(Canada $2/Other $4)... .$ 


O COD (U.S. only) 
add $4 if you require COD $——— 


O UPS 2-Day Air—add $3 
(Continental U.S. only) ...$ 


TOTAL See 


O Check/MO O Visa/MC O C.O.D. 


Software Excitement! 
6475 Crater Lake Hwy. 
P.O. Box 3072 
Central Point, OR 97502 


Orders: 800-444-5457 
Information: 503-826-6884 
Fax: 503-826-8090 


These best-seller lists, prepared exclusively for HOME-OFFICE COMPUTING by 
Egghead Discount Software, are based on April sales at 206 Egghead stores in 
the United States and Canada. 
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BUSINESS 


1. Applause II 
Ashton-Tate 
WordPerfect v5.1 
WordPerfect Corp. 
Grammatik IV 
Reference Software 
Works v1.05 
Microsoft Corp. 
Publish-It! Lite 
TimeWorks 
Lotus 1-2-3 v2.2 
Lotus Development Corp. 
MyAdvancedMailList 
MySoftware Company 


PFS: First Publisher Holidays 


Package 

Software Publishing Corp. 
. Windows/286 v2. 1 

Microsoft Corp. 

Draw Partner 

Software Publishing Corp. 


BUSINESS 


1. Grammatik Mac 
Reference Software 
MyAdvancedMailList 
MySoftware Company 
Word v4.0 
Microsoft Corp. 

Excel v2.2 
Microsoft Corp. 
Works v2.0 
Microsoft Corp. 
Disklock 

Fifth Generation 
Simply Accounting v1.03 
Computer Associates 
Canvas v2.1 
Deneba Systems 
atOnce! v1.0 
Layered, Inc. 
Persuasion v2.0 
Aldus 


BUSINESS 


1. AppleWorks v3.0 
Claris Corp. 

2. Swiftax 
Timeworks, Inc. 

3. AppleWorks GS v1.1 
Claris Corp. 

4. Publish-It v2.0 
Timeworks, Inc. 

5. GEOS v2.1 
Berkeley Software 

6. WordPerfect v2.1 
WordPerfect Corp. 

7. WordPerfect v1.1 
WordPerfect Corp. 

8. Graph-It! 
Timeworks, Inc. 

9. Wordbench 

Addison-Wesley Publishing 
10. GS File 


Brown Waug 
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HOME/SMALL BUSINESS 


1. 
2. 


3. 
4. 
5. 
6. 
7. 
8. 
9. 


10. 


TaxCut 

MECA 

TurboTax 1990 v7.0 
ChipSoft 

Quicken v3.0 

Intuit, Inc. 

The New Print Shop 
Broderbund Software 
Managing Your Money v5.0 
MECA 

Hyatt Legal Services 
MECA 

PC Globe v3.0 

PC Globe, Inc. 
Calendar Creator Plus 
Power Up! Software 
Express Publisher 
Power Up! Software 
PC USA 

PC Globe, Inc. 


HOME/SMALL BUSINESS 


1. 


o on OO AA A W N 


m 
© 


MacInTax 1040 
Softview 
Quicken v1.5 
Intuit, Inc. 
Synchronicity 


Visionary Software/Macamerica 


. The Print Shop 


Broderbund Software 
Address Book Plus 
Power Up! Software 


« MyAdvancedLabelMaker 


MySofware Company 
Calendar Creator v1.0 
Power Up! Software 


» Typestyler v1.01 


Broderbund Software 


Managing Your Money 
MECA 


. Adobe Type Manager Plus 


Adobe Systems Inc. 


HOME/SMALL BUSINESS 


1. 


2. 
3 
4. 


8. 
9. 
10. 


The Print Shop w/Graphics 
Library 

Broderbund Software 
Quicken 

Intuit, Inc. 

Bank Street Writer Plus 
Broderbund Software 

The Print Graphics Library 
Broderbund Software 
MyMailList 

MySoftware Company 
Deluxe Write 

Electronic Arts ` 
MyLabelMaker 
MySoftware Company 

The Print Shop Companion 
Broderbund Software 
Family Matters 
Springboard Software 

Art & Film Director 

Epyx 


EDUCATION 


T 
2. 


Mavis Beacon Teaches Typing 
The Software Toolworks/EA 
Learning DOS v2.0 
Microsoft Corp. 

Playroom 

Broderbund Software 
Where in Time Is Carmen 
Sandiego? 

Broderbund Software 

Math Blaster Plus 
Davidson & Associates 
Reader Rabbit 

The Learning Company 


Outnumbered 


` The Learning Company 


. Where in the World. . . 


Broderbund Software 


Where inthe USA... 
Broderbund Software 


AlgeBlaster Plus 


Davidson & Associates 


EDUCATION 


1. 


Mavis Beacon Teaches Typing 
The Software Toolworks/EA 
Where in the World Is Carmen 
Sandiego? 

Broderbund Software 

Math Blaster 

Davidson & Associates 
Where in the USA... 
Broderbund Software 


. Reader Rabbit Mac 


The Learning Company 
Manhole 

Mediagenic 

Number Maze 

Great Wave 


Math Blaster Mystery 


Davidson & Associates 


- Typing Instructor Encore 


Individual Software, Inc. 
Math Rabbit 


The Learning Company 


EDUCATION 


1. 


Where in Time Is Carmen 
Sandiego? 

Broderbund Software 
Math Blaster Plus 
Davidson & Associates 
Where in the World. . . 
Broderbund Software 


Children’s Writing & Publishing 


Center 

The Learning Company 
Mavis Beacon Teaches Typing 
The Software Toolworks/EA 
Think Quick! 

The Learning Company 
Where in the USA... 
Broderbund Software 

Math Rabbit 

The Learning Company 
Magic Spells 

The Learning Company 
The Oregon Trail | 
MECC 


1. Casino Gambling 

Intracorp. 
Flight Simulator v4.0 
Microsoft Corp. 
SimCity 
Maxis Software/Broderbund 
Code Name: Iceman 
Sierra On-Line 

» Cabal 
Capcom 

. Leisure Suit Larry III 
Sierra On-Line 
Tetris 
Spectrum HoloByte 
Indy: The Adventure 
Electronic Arts 


Hunt for Red October 


Microprose 


Their Finest Hour: The Battle of 


Britian 
LucasFilm/EA 


ENTERTAINMENT 
1. SimCity 


Maxis Software/Broderbund 
Tetris 
Spectrum HoloByte 
Hunt for Red October 
Microprose 
StarFlight 
Electronic Arts 
Playroom 
Broderbund 
. Duel: Test Drive II 
Accolade 
Falcon v2.0 
Spectrum HoloByte 
» Sargon IV 
Spinnaker Software 
Life & Death 
The Software Toolworks/EA 
Icom Compilation 
Mindscape 


ENTERTAINMENT 
1. Hunt For Red October 


Microprose 

2. Tetris 
Spectrum HoloByte 

3. The Duel: Test Drive II 
Accolade 

4. The Last Ninja 
Mediagenic 

5. Hardball 
Accolade 

6. Arkanoid [l/The Revenge 
Taito Software 

7. The Chessmaster 2100 
The Software Toolworks/EA 

8. Choplifter 
Broderbund Software 

9. Solitaire Royale 
Spectrum Holobyte 

10. Kings Quest III 


Sierra On-Line 


TMonatz—-o,prsa 


Whether you want to investigate new business 
opportunities, or increase your current productiv- 
ity and revenue, Home Office Computing’s HOME 
OFFICE SHOPPER section provides you with di- 
rect access to hundreds of products and services 
crucial to home businesses. The section offers 
everything from printer ribbons to entertainment 
software in an organized, easy to read style. 


The HOME OFFICE SHOPPER Categories: 
ACCESSORIES 

ASSOCIATIONS 
BOOKS/MANUALS/PUBLICATIONS 
BULK DISKS FOR SALE 
BUSINESS OPPORTUNITIES 
BUSINESS SERVICES 
COMPUTER PAPER 

COMPUTER REPAIR 

COPIERS & SUPPLIES 

DATA TRANSFER 

EDUCATION 

ENTERTAINMENT 

FAX MACHINES 

FINANCIAL 

FURNITURE 

GIFT IDEAS 

HARDWARE 

INSURANCE 

MISCELLANEOUS 

MODEMS 

PAPER 

PHONE ACCESSORIES 

PUBLIC DOMAIN & SHAREWARE 
REAL ESTATE 

SOFTWARE 

SOFTWARE WANTED 

TONER CARTRIDGES 


SHOPPER RATES 


LINE RATES 

(Effective July 1989 issue) 
Prepayment Required 

Net cost per line per issue: 


EK AEE E pon es oa TIC ee od Senate TET $29.00 
Sr Sr SEN Ae CSE noe Ree, ye RT Pear rials angie Te 27.00 
5), Grey tin, Peat Aine aap, Mane mais Oh rete NAS aN 26.00 
17) ire ere he EAE Oe peak ety he ee ee, FRE 25.00 


$25 extra per issue for any/all bold print. 
Add 25% extra for gray tint. 
3-line minimum 


To determine number of lines, count 40 characters 
per line including spaces and punctuation. For all 
caps or bold print, count 36 characters per line. A 
partial line counts as a whole line. 


DISPLAY RATES: 

(Effective July 1989 issue) 
Prepayment Required 

Net cost per column inch per month: 


OND ED is a5 ods Marans onvcashe ster scnanay ie sac nas eeeaeeee 290.00 
10) PETET et Att eG AERE ML APE by ER 270.00 
UKs Od pete Lt ks cad Stet en eues «non Os egos E E 260.00 


Add $50 for Reader Service number for all display 
ads under 3 column inches. 
Column width is 2 316”. 


Classified Advertising is not agency 
commissionable 


Figure 10 lines maximum per column inch. Using 
fewer than 10 lines allows for larger typesizes or 
graphics. To determine the number of lines, use 
the same formula as for line ads but subtract 2 
characters per line to leave space for a border on all 
sides. Typesetting is available at no extra charge. 


When submitting a camera-ready ad, please indi- 
cate if the ad was printed on a laser printer. 


1990 DEADLINES: 

SEptemDEN sa aE Be D eke eae iaaa aee 7/6/90 
OCLODE Roca ease OE AE ET AEE 7/31/90 
November -ar an E E E E T AT 9/4/90 
TO PLACE YOUR AD: 


® Print or type your copy 
è Determine the category 


If You Are Looking For Ideas To Start A Business, Need Products Or Want Business Services, 
Read The HOME OFFICE SHOPPER Every Month! 


@ Decide the number of consecutive inser- 
tions and calculate amount due 
e Include Check/MO/VI/MC and send to: 


HOME OFFICE COMPUTING 
730 BROADWAY 

NEW YORK, NY 10003 
ATTENTION: EVA GRODBERG 


Or call 212-505-3606 and we will help you plan a 
cost-effective strategy that benefits you! 


All advertisers must submit phone numbers for 
our records even if the number is not to appear in 
the ad. All ads with PO Boxes must submit street 
address for our records. 


Home Office Computing cannot be responsible for 
the accuracy of description, but will attempt to 
screen out misleading ads, and reserves the right 
to reject, edit or cancel any advertisement at any 
time. Publisher is not liable for ads that are not 
published. Publisher is not liable for key errors. 


ACCESSORIES 


DISKETTE, PHOTO AND VIDEOCASSETTE 
MAILERS. ALL SIZES. FREE SHIPPING. SIRGO, 
P.O. BOX 178, DYER, IN 46311 


TIRED of your PC's cold, sterile look? Bring a warm 
teeline t your home office with a beautiful rolltop 
cabinet. Free brochure, CompuCraft 
314-469-0253 X16 


Protect your computer from the harmful 
effects of Static Electricity. Call for our 
free Static Control brochure today. 
Static Cont. Syst. & Tech. 800-752-0999 


CARPAL TUNNEL SYNDROME? BACKACHE? 
NECK/SHOULDER STRAIN? LEG FATIGUE 
or CIRCULATION PROBLEMS? 
Logical and economical tools to fight 
these problems, for only $35 to $85. 
30-day money back guarantee! 

Send CK or M/O te to: ERGO-NOMIC Inc. 
4102 E. 7th St. Suite 260, Long Beach, 
CA 90804-5301 Phone: (213) 438-8951 


ASSOCIATIONS 


NETWORK & ASSOCIATION 
For people who work at home. Referral services, 
health insurance, free software and e-mail thru 
on-line services, newsletter, shopping club. 
United Home Offices 800-662-7675, 718-779-0993 


BULK DISKS FOR SALE 


GET 1.44Mb AT THE COST OF 7.20Kb! 
* DskTool—_——* 
CONVERTS 3.5” DS/DD to HIGH DENSITY! 
Send $19.95 C/MO to DskTool, P.O. Box 182, 
Jacksonville, TX 75766 or call 214-586-0430 


Quality Pre-formatted 51⁄4” DSDD disks. Pk 
$16.95. EmmaSoft; PO Box 238, Lansing, 
(607) 533-4685; MC/VISA 


BUSINESS OPPORTUNITIES 


GUARANTEED BUSINESS OPPORTUNITIES 
with your PC. I've done it—let me show 
you how. FREE details! Rush $1 (P&H) 

to DLMW, Box 55405, Bridgeport, CT 06610 


. of 25: 
14882 


Work-at-Home. 1000 companies hirin 
homeworkers-computer & other skills 
Specific job leads - Who's hiring- 
pay-benefits. Send 25¢ stamp. Facts: 
2102 Whispering, Round Rock, TX 78664 


DISCOVER THE OPPORTUNITIES 
for information brokers, desktop publishers 
and other information entrepreneurs. Trial 
subscription, $1. THE WHOLE WORK CATALOG, 
Box 297HD, Boulder, CO 80306 


Graphic Designers/Printers 
Your PC can earn BIG profits! 
Set type on any PC. Free TYPE EXPRESS 
software delivers 2000 dpi camera-ready type 
in 1-day w/o buying a $100K typesetter. Over 
1000 fonts. Fast, easy, proven, profitable. Usec 


by hundreds of graphics pro's nationwide. Call 
800-356-8291  inCA:.415-362-8223 (HOC90) 


Profitable resumé service with your PC 
at home. Free Details. Lloyd’s, 14027 
Adams Circle, Omaha, NE 68137 


MAKE MONEY WITH IBM COMPUTER 
$5 BRINGS SAMPLE DISK AND DETAILS! - 
SEND TO DML ENTERPRISES, DEPT 2 
PO BOX 1026, BRIGANTINE, NJ 08203 


MAKE MONEY WITH MICROCOMPUTERS. SEND 
LARGE SASE + $2./sample or $12.00/6 issues-MSC 
Box 1039-F7, Mt Vernon, NY 10551—0309 


Start a home word processing business. 
What you need to know to be successful. Only $5.00. 
Parisi’s, 950 Devon Dr, Newark, DE 19711 


FREE Business Information! Dozens of 
opportunities to earn big money at home! 
BHI, P.O. Box 593, Beaverton, OR 97075 


HOMEWORKERS NEEDED FT/PT. Various 
positions, skills. Send SASE to: Homeworkers, 
Box 711348, Santee, CA 92072-1348 


EARN $$$ WITH YOUR COMPUTER AT HOME 
Exciting new part time opportunities working 
with an established software marketing company. 
Will teach. For info sent $1. to: COMPUTER 
PO Box 1442-HC, Orange Park, Florida 32067 


Make Money Doing What You Love! 


Like working with PCs? Ready to cash in on the hottest 
consulting opportunities of the 90's — point-of-sale 
systems for local retail and service businesses? Then 
find out how to make macrobucks with MICROBIZ, an 
authorized IBM Business Partner, and the industry 
leader in retail vertical markets. We provide leads, 
training and all technical support. For full details and a 
FREE Reseller Information Kit,call 

1-800-637-8268 or write to MICROBIZ, if 3 RODAL 
400 Executive Blvd., Dept. HC-7, 
Elmsford, NY 10523 


FREE BOOKLET. “How to Make Money With 
Computers.” Write to: Computer Publishing 
Enterprises, P.O. Box 23478 Dept. HO25, 
San Diego, CA 92123. Or call 800-544-5541 


HOW TO PROFIT FROM ONLINE REVOLUTION 
Own your own company for $495.00 
National For-Sale-By-Owner Matching Svc 
Call FIZZBO MLS 1-800-383-FSBO 


START A HOME TYPING SERVICE. Proven 
how-to manual. Earn up to $24/hour. 
$48 ppd. Send to Lph, 1885 Parkview 

Circle, Costa Mesa, CA 92627 


SELL BOOKS BY MAIL. Tremendous Profits! 
Wide Selection. Free information! Mascor 
D-26, Box 8308, Silver Spring, MD 20907 


GREAT PART TIME BUSINESS! 

Run a professional billing service for 
small businesses. $500 — $5000 extra income 
monthly. Call (508) 531-5256 for the complete 

set-up including: Software, Sales and Client 


Handbook, Business Operations Manual and 
ongoing support! 
JUST $149.00 
BLUEJAY BILLING SYSTEMS 
41 Driscoll St., Peaboby, MA 01960 


Business Opportunities continued on next page 
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BUSINESS OPPORTUNITIES 


MEDICAL BILLING OPPORTUNITY 
Opportunities exist in providing paperless 
electronic insurance claims filing services 

to medical practitioners. We provide software 
programs to billing centers that are feature 


packed, and a concept that will sell to 
practitioners. Get in on the ground floor of 
an emerging industry with a company that 
delivers what others have not. 


INTRAMARKET SYSTEMS CORP. 800-443-9556 


How to Start a Business With a Computer 
119 pgs., & 101 Computer Business Ideas 
120 pgs., Only $12.95 for both + $2 S&H. 
CA res. add 714%. S.W. Marketing, 9528 
Miramar Rd, Ste. 171-C, San Diego, CA 92126 


Details on how to start and operate a 
profitable resume service. Send SASE to 
Typing Unlimited, 105 North Plaza Trail, 

Suite C14, Virginia Beach, VA 23452 


BUSINESS SERVICES 


INCORPORATE . . . $95 plus cost! Prestigious 
address with phone, fax, low as $95/mo.! 
NICS Inc., 1401 Trolley, CC, Nevada 89701 
Phone 702-883-5550. Fax 702-883-6665. 


I'll Edit/Produce Your Newsletter 
20 yrs editing. I'll edit/produce your 
newsletter on DP MAC II CX System. Brochure 
Available. Trade Tips 216-466-7836 


STOP RE-TYPING TODAY! 


Convert paper documents into editable/ 
searchable word processing files. Easy and 


affordable using your fax machine and 
ViaFaxx™ scanning service. 


1-800-842-7466 


BOOKS, MANUALS 
PUBLICATIONS 


DISCOUNT Computer Books. Thousands of 
titles available, including recent 
releases. Please call or write for our 
latest free catalog. BOOKWARE, 

147 Campville, Rd., Northfield, CT 06778 
(800) 288-5662 


FREE PROFITABLE BUSINESS CATALOG 
Gets people to buy what you sell NOW! 
Aegea/1, Box 91299, Long Beach, CA 90809 


Tips - Tricks - Techniques 
pi ee. DOS, Databases 
DEER; Spreadsheets ,Q&A’S 


Send $2s/h to Dyna-Comp Attn: Bob McDermott 
i Hi. 968 


PCjr USERS! THIS IS YOUR NEWSLETTER 
Keep your PCjr alive with jr Newsletter. 
12 issues a year for only $20. For a 
FREE SAMPLE write to: jr NEWSLETTER 
P.O. Box 163H, Southbury, CT 06488 


ATTENTION PARALEGAL AND LEGAL ASSISTANTS 
Receive a copy of THE MEMORANDUM 
A newsletter written by you for you! 
Write: 50 Abingdon Lane, Scarsdale, NY 10583 


BUYING A COMPUTER? 
Don’t make an expensive mistake! Read this 
informative booklet first. Send $5.00 to: 
George Ruge, P.O. Box 308, Imperial, CA 92251 
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If You Are Looking For Ideas To Start A Business, Need Products Or Want Business Services, 
Read The HOME OFFICE SHOPPER Every Month! 


INCREASE SALES AND PROFITS! Booklet of 
tips from small business marketing 
experts. Send $12.95 to: Morris Communi- 
cations Corp., 2175 Lemoine Ave., Ste 
406, Fort Lee, NJ 07024 (201) 585-0151 


Hints for the first time personal computer 
buyer. Send $5 to Wall Services, P.O. Box 
346, Hedgesville, WV 25427 


COMPUTER PAPER 


FREE CATALOG! COMPUTER PAPER & LABELS 
High quality continuous & sheet products. 
Packages or Cartons — BUY DIRECT & SAVE! 
Big Selection — Sizes, colors, formats, 
Carbonless, Green bar. BEST PRICES write 
GML/A, BOX 15427, HARRISBURG, PA 17105 


COMPUTER REPAIR 


Repair your own Computer, Monitor, Keyboard, 
Printer & Disk Drives easily with unique Repair 
Flowcharts for all machines. Free error & 
cleaning guide w/order. $12.95. Computer Care 
3669 Grand Ave., Oakland, CA 94610. 


COPIERS & SUPPLIES 


FCC WHOLESALE Copiers & Supplies 
National Distributor of NEW copiers, 
fax machines, and OEM supplies. 
Canon & Sharp Toner Carts RECHARGED — $19.00 
Free Catalog! 904-567-9365 FL 


EDUCATION 


B.S. & M.S. in COMPUTER SCIENCE 
The American Institute for Computer Sciences 
offers an in-depth correspondence program to earn 
your Bachelor of Science and Master of Science 
degrees in Computer Science at home. BS subjects 
covered are: MS/DOS, BASIC, PASCAL, C, Data File 
Processing, Data Structures & Operating systems. 
MS program includes subjects in Software 
Engineering and Artificial Intelligence. 
AMERICAN INSTITUTE FOR 
COMPUTER SCIENCES 
1704-HO 11th Avenue South, 
Birmingham, AL 35205 205-933-0339 


ALSTON 
Assimilative Learning Support Technology 
Learn and Master in 30 Days! 
PASCAL, COBOL, C, CICS, and DOS! 
Master Typing, Spanish, Math, Keyboard! 
Only $30.00 per subject/CATALOG $3.00 
ALSTON INC. 2210 Wilshire Blvd, Box 620 
SANTA MONICA, CA 90403 


ENTERTAINMENT 


LOTTO Release! 
MILLIONS! 


LOTTO PICKER 3 picks your winning lotto tickets by finding hidden 


biases from past drawings! Join our DOCUMENTED WINNERS who 
exploit hot, due, & unbiased numbers in order to win big, and often, at Lotto. 
Works for all lotteries. WHEELING now incid. in DOS version! $39.95. 
(+2.55 s/h). 3.5” add $5. For DOS. Ver. 2.1 for Apple Il & C64/128. GE 
RIDGE, 170 Broadway, #201F, NYC 10038. ORDERS 1-800-835- 
2246 x121. Info 718-317-1961. NY res. add tax. 


Horseracing, greyhound handicapping: $33 
to $78. Software Exchange, Box 5382-H, W 
Bloomfield, MI 48033. Info: 800-527-9467 


Go - meet NEMESIS™ 


Y The only Go program to 
~ successfully imitate human play. 


Go has been a way of life in the Orient for over 
Toroa ee 4,000 years. As much a philosophy as a game, Go 
A is considered to be the secret of Japanese success. 
Kaneohe, HI 96744 *‘Using [NEMESIS Go Master] is an improvement 
$79 Go Master +$6S&H over learning the game from books or from all but 
(800) TOYOGO-9 the most patient humans.” MacWorld 6/89 
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Professional HANDICAPPING SOFTWARE for 
Thoroughbred, Greyhound, Harness, 
Quarterhorse, Pace. Accurate to 82%. $49.95 each. 
Demo/Manual $7.00. IBM, Apple II, C64/128. 
FREE Catalog. ADPA, Box 7990-HM070, 
Fremont, CA 94537 415-795-0504 


ENTERTAINMENT TRIVIA GAME 
Challenge for all trivia buffs. Over 
1600 movie, music & TV trivia questions. 
MS-DOS. $23.00 (includes S&H). 
Peterson Software Design, PO Box 5068, 
Woodridge, IL 60517 708-910-1745 


*Esc TO VIDEO POKER WITH YOUR PC!* 
Play the hottest game of the decade with 
Strategic Video Poker™. Learn winning 

Strategy with our Expert System. Req: IBM 

compatible; cga, ega, vga. Specify 5.25 or 3.5 dsk 
Only $39 + $3 S&H (PA res. add $2.52 tx) to: 

LWS Software-2G, Box 688, Broomall, PA 19008. 

MC/V: 800-828-2259 ext. 410 Info 215-449-9767 


FAX MACHINES 


FAX IT FOR LESS 


GUARANTEED LOWEST PRICES 


on all fax machines and accessories 


1-800-345-FAXX 


Auto Fax Switch—Save $$$! 
Dealer Inquiries Invited—Quantity Discounts 
MC/VI Welcome—Leasing Available 
On-Site Service Available 


FAX CITY DISCOUNT SALES AND SERVICE 
800-426-6499 919-288-2454 
Canon, Minolta, Murata, Panafax, Panasonic, 
Ricoh, Sanyo, Sharp, Toshiba and more. 


LET YOUR FAX SHARE YOUR PHONE LINE 
“The Switch” 
The FAX Accessory that Saves Big SSSS 
High-Tech Resources — Ellsworth, ME 04605 
800-422-2832 FAX 207-667-6387 


Op ip e a ce Sn igi eran terme te 


1 HOT PRICES on HOT FAXES , 


I Check Our Prices Last I 
l Panasonic jj) MURATA brother SHARP! 
1 TOSHIBA RIGON CANON MCI fax e 


1-800-622-1060 I 
Video Depot Ltd. ; 


I 
I 
I 
a por Roe rT 


W- -4 “y FAX SWITCH 


OK: G2, G3. PC Fax, e 1 line 
FAX ANGEL 


Auto, Manual and 2 uses! 
Answering Machine 

$125 Callfora Demo '800-FA-2-ANGEL 

(714) 754-6678 FAX or PHONE (24 hr) IID, 

Fax ur order or send check to: S.C. Express Inc. Dealers 

2790 Harbor, #203, Costa Mesa, CA 92626 Wanted. 


HOME OFFICE COMPUTING 


readers plan to spend over $65 million 
for fax machines in the next year. 
Show our buyers your products 


by advertising now 
in this section of the HOME OFFICE SHOPPER. 
Call 212-505-3606 


FINANCIAL 


VENTURE CAPITAL FUNDING AVAILABLE. 
Interactive database of 2500 financing sources. 
Matches your needs with their criteria. 
Demo diskette available. DataMerge, Inc. 
(303) 320-8361 


HARDWARE 


PCjr Owners 


Evervihing 


® Sidecars Which Increase Memory to 736K 

è Second and Third Drives Which Snap on Top 

è Drives Which Read and Write 1.2 MB AT Diskettes 
è 31⁄2 inch Disk Drives Which Store Up to 813K 

è 20 MB Hard Drives Which are DOS Compatible 
@ ROMs Which Make your Display Easier to Read 
è Upgrades Which Expand 128K Sidecars to 512K 
© Speed Up and Pseudo DMA Cartridges 

® Clocks, Printer Ports & Speech Attachments 

è Joysticks, Optical Mice, and Light Pens 

è Adapters to Use your PCjr Monitor With a PC 

è Switching Boxes for Monitors or Serial Devices 
è Full Size Keyboards & Numeric Keypads 

è Keyboard, Modem, Printer, and Monitor Cables 
© Basic Manuals and also Cartridge Basic 

è Game Cartridges, and Other Software 


voull ever need! 


Plus much much more. Call, write, or circle 
our reader service number for a FREE 
catalog of PCjr add-on products. 


PC Enterprises 
PO Box 292, Belmar, NJ 07719 
1-800-922-PCJR or (201) 280-0025 
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(If MARYMAC inoustries inc 
Radio Shaek SCO TANDY 


We will meet or beat...GUARANTEED LOWEST PRICES 
Our 13th Year of DISCOUNTS 
TANDY COMPUTERS & FAX MACHINES 
Fgt Prepaid. Save Tax 
Toll Free 800-231-3680 
22511 Katy Fwy 
Katy (Houston), TX 77450 
1-713-392-0747 FAX (713) 574-4567 


IBM PCjr SPECIALS 
Full line of IBM PCjr Hardware 
* Memory Expansion to 640K 
* Second Floppy Drives 
* Parallel Printer Ports 
* Full Size Keyboards 
* Modems, Int. & External 
* Joysticks, Serial Cables 
* PCjr Network cards 
* BASIC Cartridges, Mice 
* PCjr Tested Shareware 
* Complete Computers 
* Repair Service 
Send for Catalog Today 
COMPUTER RESET Dept HOC 
P.O. Box 461782 
Garland Texas 75046 
214-276-8072 
(BBS/Fax 214-272-7920) 


nu inn 
U FORT WORTH COMPUTERS 


P 


Can You Buy Direct? 


A Radio Shack : landy: 


Have You Got Our Prices? 
Will You Pay Too Much? 


377 Plaza, Granbury, TX 76048 


race 1-800-433-SAVE 


If You Are Looking For Ideas To Start A Business, Need Products Or Want Business Services, 
Read The HOME OFFICE SHOPPER Every Month! 


IBM PC Jr Service SpecialistMemory Upgrades 
Internal Memory Card 0/K $109.89 
Free Catalog of Products. Glass Bus. Equip. 
505-865-9878, PO Box 287, Dept. HOC, Peralta, NM 87042 


SAVE SAVE SAVE SAVE SAVE 


LAPTOP SPECIALS 


AND LOW, LOW PRICING 
LATEST LAPTOP MODELS 
ZENITH ° TOSHIBA + NEC > COMPAQ + SHARP + 
TEXAS INSTRUMENTS ° MITSUBISHI e DATAVUE 


Call for availability on other models! 


Convenient one-stop shopping for all your laptops. 
accesories and upgrades! 
ORDER BEFORE 3:00 P.M. FOR SAME-DAY SHIPPING 
NEXT-DAY DELIVERY AVAILABLE 


SAVE 


M- 9-5 
FAST, FRIENDLY & DEPENDABLE SERVICE 
OMPUTER UPTIONS 
UNLIMITED 
12 Maiden Lane 
Bound Brook, NJ 08805 
201-469-7678 
“LOW PRICES FROM THE LAPTOP SPECIALISTS” 
VISA/MASTERCARD ACCEPTED 


SAVE SAVE SAVE SAVE 
CIRCLE READER SERVICE 3 


SAVE SAVE 


FINALLY, RADIATION FREE COMPUTERS! 
PROTECT YOURSELF! 


Time Magazine warned on July, 1989: 

. Sit at least ten feet away from the tele- 
vision set.” At only two feet, magnetic ra- 
diation from computer monitors goes 
through one’s body. BusinessWeek wrote 
on October, 1989: “The medical evidence 
includes three epidemiology studies 
showing a higher rate of leukemia in chil- 
dren who lived in homes near high voltage 
power lines. Other studies on cats, rats, 
and chick brain cells have shown that low 
frequency electromagnetic radiation in- 
teracts with brain activity and could 
miscarriages, fetal deformities, 
and cancer.” Safe Computing sells the 
only computer monitor in the world that 
has 0.0 milliGauss magnetic radiation. It 
is recommended in writing by physicians. 
The U.S. Congress and the E.P.A. use it. 
Shouldn't you? We provide complete com- 
puter systems. We also supply magnetic 
radiation hand held meters to test your 
current equipment and verify that 
“shields” for monitors do not stop mag- 
netic radiation. 30 day money back guar- 
antee. Call George Lechter at 1-800-222- 
3003, or write Safe, 368 Hillside Ave, 
Needham, MA 02194. 


cause... 
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OFFICE SUPPLIES 


Imprinted Computer Forms 
checks, invoices, statements, etc. Fast Service, 
Low Prices! Free Catalog. Call 800-749-9911; 
write DS +, Box 1351, Bellaire, TX 77402 


SOFTWARE WANTED 


Technical shareware distributor needs 
new programs in all engineering areas. 
Call 24 hours. Voice 213-323-6657, 
Modem 213-516-7528 8-N-1. 


PACKARD BELL aa 


America grew up listening to us. It still does. 


PACKMATE 286 COMPUTER 
WITH HIGH RESOLUTION 
VGA COLOR MONITOR 


* 80286 microprocessor (operates at 12 MHz). 

* One 3-1/2" 1.44 MB floppy drive. 

* One 5-1/4" 1.22 MB floppy drive. 

* 30 MB hard drive. * 1 MB RAM on mother- 
board expandableto 3 MB. 

* Includes VGA 14" color monitor and VGA card. 

* High resolution monitor: 640 x 480. 256 colors. 

* IBM compatible. + AT compatible. 

* 8 expansion slots. • Dual FDD/HDD controller. 

* 2 half height drive cavities exposed. 

e 1 half height drive cavity enclosed. 

* 2 serial ports. + 1 parallel port. 

* Real time clock/calendar. Ħ Zero wait state. 

* System configuration in CMOS with battery 
back-up. * 101 key professional keyboard. 

e Small footprint. * Included software: MS DOS 
3.3 & GW BASIC. 


* 145W Universal Manufacturer's 
power supply. Suggested Retail 
* Socket for $3,499.00 


80287 co- 

processor on 

motherboard. 
* One Year 


DAMARK PRICE: 


1499" 


Warranty! 
- Factory New Item No. B-2113-132142 
& Perfect! Insured Ship/Hand.: $40.00 


FOR FASTEST SERVICE 
CALL TOLL FREE 


1-800-729-9000 
ae oo) 


DAMARK INTERNATIONAL, INC. 
6707 Shingle Creek Parkway, Minneapolis, MN 55430 
Customer Service * 612-566-4940 
Please rush me:___. Packard Bell Computer(s) 
@ $1499.99 each, plus $40.00 s/h each. 
Item No.B-2113-132142 
MN res. add 6% sales tax. 


Name 

Address 

City,State,Zip 
O Check/MO O VISA O Master Card O Discover 

Card No. 

Exp. Dates! 7 5 ph ei >) 


Signature 


DELIVERY TO 48 U.S. STATES ONLY 
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If You Are Looking For Ideas To Start A Business, Need Products Or Want Business Services, 
Read The HOME OFFICE SHOPPER Every Month! 


COMPUTERINSURANCE 


Replacement with no depreciation PLUS 

# Covers computer hardware in home or office 

sł Easy to read policy 

sł Bonus 20% for software coverage 

Low $50 deductible 

Covers theft, fire, power surges, accidents, natural 

disasters, even earthquakes and flood 

sł Policy backed by an A+ company 

=COMPUTERINSURANCE 


136 Moore Lane ° P. O. Box 385 AGENCY, Inc 
Piedmont, SC 29673 


1-800-722-0385 ° Local 803-845-6699 
CIRCLE READER SERVICE 5 


PHONE ACCESSORIES 


BUSINESS PHONES 
AND COMPUTERS 


MULTILINE SYSTEMS *FULLY 
FEATURED * DO IT YOURSELF 
AT&T (MERLIN & SPIRIT) * TIE 

PANASONIC * GE * EVEREX 

FAX * ANS MACHINE * PC’S 


FREE CATALOG 
=TMC = (800) 331-8199 = 
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PUBLIC DOMAIN 
AND SHAREWARE 


AccuSoft $1.00 Per Disk 


Ap a haass 
e FREE CATALOG « 


Select from the Very Best 
IBM PD and Shareware 


e FAST SERVICE « 
Compare 
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SOFTWARE FOR IBM AND COMPATIBLES 
54" or 31⁄2". For free catalog, send SASE to 
Gemini, PO Box 1332, Whittier, CA 90609. 


TANDY 1000. Programs/Newsletter 
Send for Info. Soda Pop SW, 
P O Box 653, Kenosha, WI 53141 


OUTSTANDING IBM SOFTWARE 
Call or write for free catalog. ACL SHAREWARE 
1-916-973-1850 


1621 Fulton Avenue, Suite 30-F7, Sac, CA 95825 


SOFTWARE DISTRIBUTORS CLEARINGHOUSE 
FREE IBM SHAREWARE/PUBLIC DOMAIN 
Catalog on a disk 5% or 31⁄2. Call 
or write SDC, PO Box 16846, Dept HC 
Atlanta, GA 30321 (404) 964-1740 


FREE IBM COMP. SOFTWARE — 5.25 and 3.5 
Rent & Copy — Pennies per program or buy 
for $1.00 per 5.25 disk — NO MINIMUM — FREE 
CATALOG. INFORMATION SYSTEMS SERVICES, 
Dept-HC, PO Box 548, 29 Palms, CA 92277 
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FREE ADAM / IBM / C-64 / TI99 CATALOG 
SPECIFY COMPUTER-PARALLEL SYSTEMS 
PO BOX 772, TURNERSVILLE, NJ 08012 


—FREE CATALOG—IBM SOFTWARE— 
Public Domain & Shareware. Write today! 
CENTRAL MICRO SOLUTIONS 
P.O. Box 2675-C, Columbus, OH 43216 


FREE IBM COMPATIBLE SHAREWARE CATALOG 


OVER 1500 DISKS - $1.44/DISK 


CSD, Box 199, Munster, Ont., CANADA KOA 3PO0 


FREE SOFTWARE CATALOG 


Low as $1.50 / Disk 
Over 1000 IBM Software 
For fast service Write to: 


SOFTSHOPPE, INC. 
P.O. Box 3678 

Ann Arbor, MI 48106-3678 
(313) 761-7638 
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Outstanding, updated new IBM-PC programs. 
Send $1 for catalog—credit towards order. 
Emporium, 222 N. 5th St, Rockford, IL 61104 


GREATER MIDWEST MICRO SOURCE — Your BEST 
SOURCE of IBM Comp Shareware & Supplies. 
For FREE Catalog write to GMMS Dept 102, 
2200 180th Ave NW, Andover, MN 55304 


15 FULL DISKS - FREE 
SOFTWARE FOR IBM COMPUTERS 


TRY US! Get 15 disks full of our 
best selling software - FREE! 
Games, Business, Education, 

Graphics, Programmers’ Utilities, 

Finance, Desktop publishing, more. 

PAY ONLY $5.00 FOR SHIPPING 


SATISFACTION GUARANTEED! 


INTERNATIONAL SOFTWARE LIBRARY 
511-104 Encinitas Blvd e Encinitas CA. 92024 
619 942-9998 
since 1985 
VISA/MC/AMEX Accepted 
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Prima Data ™ 
THE BEST IBM SHAREWARE AND PUBLIC DOMAIN LIBRARY 
As LOW as $1.50 per disk 
PLUS Unique Educational Books: 
* How to Get Started with Modems 
* 101 Computer Ideas * The Computer Dictionary 
* Computer Maintenance & Repair Kit 
* How to Start a Business with a Computer 
and other new titles 
OR CALL FOR FREE CATALOG TO: 
PRIMA DATA, P.O. Box 1175, Cardiff, CA 92007 619-931-2520 
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RIBBONS 


CUT RIBBON COSTS 


Re-ink your ribbons for just pennies. 
3 MODELS AVAILABLE 


Prices start at just $39.50 
Borg Industries, Ltd. Janesville, IA 


In Iowa 319-987-2976 
CALL TOLL FREE 800-553-2404 
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AUTO-INKER 


Re-ink any fabric cartridge or spool ribbon for about 
5¢! Universal Cartridge model $63.00 (specify 
printer). Ink included. Adapters for additional 

printers $5. Special inker for Imagewriter, Epson, 
others....$43.00. Also, new RIBBON RE-NEW 
at $4.95 ppd will re-ink 30 ribbons (no 
equipment needed). Ribbons & reloads available. 
V-Tech, Inc. 2223 Rebecca, 
Hatfield, PA 19440. 215-822-2989 


SOFTWARE 


IBM PS/2 SOFTWARE (Fixed Disk Required) 
90 programs for home. Free info. Shankle Systems 
6608 SW 100th Lane, Gainesville, FL 32608. 


CHILDREN’S SOFTWARE 
Over 100 quality educational programs. 
IBM, Apple, C64, TI99. SASE for brochure. 
KIDWARE 
1380 156th NE #H2, Bellevue, WA 98007 


* SOFTWARE LENDING LIBRARY * 
Try before you buy! Send $1.00 for list to: 
BTS, Box 141, Dept C, Miami, FL 33149 


ULTRA-BASE - COMPLETELY USER FRIENDLY 
Time Saving Functions Include: 
* Mailng Labels * Phone List * Amortization 
*Faskeys * Program Switcher * Calculator 
and Lots More...No Manual Required. 
$79.95 Money Back Guarantee 
Requires 384K, Color and Hard Drive 
BRANDYWARE 
24 North Hibbert, Suite 6, Mesa, AZ 85201 
602-644-1067 


THE WORLD'S FASTEST ADDING MACHINE 
IBM PC/Compatibles. All Adding Machine 
Functions & Print Out. Add long columns of 
figures fast w/less mistakes. Ck Bal & 

Profit Sections included. Free info or 
Send Check ($29.95) State Disk Size! 
WESTCOAST SOFTWARE, 1788 Danbury Rd., 
Claremont, CA 91711 (714) 624-1936 


MENYOU VERSION 2 $27.95 
The fast, economical total solution to your MS-DOS menu 
needs. Easy one key access to your application. Say 
goodbye to batch files forever. Complete color 
customization, help/tutorial and DOS commands from 
inside Menyou. Version 3 with encrypted password 
protection, usage tracking, improved memory 
management and auto screen blank $39.95 

Black Forest Software 
3203 Voll Lane, South Bend, IN 46615 


Become a Powerlnvestor 
Our T-Bill and S&P 100 Spreads software gives 
you the potential to make large profits fast! 
The manual explains all strategies in detail so 
you can start profiting from them immediately. 
Only $49 + $5 S&H. 30 day money back 
guarantee! Business Logic, 49 Springdale 


Blvd. Guelph, Ontario N1H 7S9 Canada 


Low cost Annual Events Reminder reminds 
you of taxes, bdays or any yearly event. 
Great customer giveaway, displays your 

message. $10 or less. EmmaSoft; PO Box 238, 
Lansing, NY 14882; (607) 533-4685; MC/VISA. 


THE FINANCIAL CALCULATOR 
Calculates and Prints custom amortization schedules for: Fixed and 
Adjustable Rates, Rule of 78, interest only and fixed principle 
mortgage/loans. Also calculates APRs, points & fees, present/future/ 
net present values, internal rate of return, return on investment, bond 
values and yields and days and dates. Solves for any unknown. Stores/ 
retrieves all templates. Extremely easy to use with point ‘and shoot 
menus, pop-up windows and context sensitive help. 
Only $34.00 + $5.00 S&H 

30 DAY MONEY BACK GUARANTEE! 

Business Logic, 49 Springdale Blvd., Guelph, Ontario, NIH 7S9 CANADA 


HOME OFFICE SOFTWARE! Totally automates 
your business. Fast, easy, amazing. Only 
$49.95 Guaranteed. Call 617-273-9050 


If You Are Looking For Ideas To Start A Business, Need Products 
Or Want Business Services, Read The HOME OFFICE SHOPPER 
Every Month! 


Four billion new ways 
to manage your business 


y ree contacts are your business. When you manage them efficiently with regular 


correspondence, tight follow-up and fast response time. your business will profit and 
grow rapidly. The Maximizer is InfoWorld’s “Best-In-Class” contact management 
software. Using the blazing speed of Novell's Btrieve. it controls your phone calls, appoint- 
ments, mailouts and personal records. With over four billion definable categories, The Maxi- 
mizer allows you to classify and sort unlimited contacts. Ata keystroke, it automatically enters 


each category for you. Available for LANs. 

Distributed By Ingram Micro D and 
DistribuPro and. in Canada, by Softsel and 
JB Marketing. Retails for $295.00. See your 
local dealer today. 


The s s i 
Maximizer 
Richmond Technologies & Software inc. 
Tel: (604) 299-2121 Fax: (604) 299-6743 
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guarantee on direct orders. 


Transfer files not dollars 


ortable Computing says, “Paranet Turbo is the best value...seen in a transfer 
Pree. At its price..., it blows the competition out of the water.” Paranet 

Turbo transfers files between two computers through their parallel printer ports. Using split- 
screen directories of two drives, menu-driven Paranet Turbo tags, copies, renames, deletes, and backs 
up files. It browses ASCII files and runs other programs. 8-foot cable is included. 30-day money-back 


Contact Nicat Development Corp., 207-788 Beatty Street, 
Vancouver, BC, V6B 2M1. Tel. (604) 681-3421, Fax (604) 
681-4760, or have your dealer phone for you today. 


$6995 


Ee AE 
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CANCER: How to Prevent, Detect & Control 
the Outcome. Medically-based, factual info 
on prevalent cancers. Self-test & glossary. 
3.5" or 5.25”. Reqs IBM compatible, DOS 

2.11/higher & CGA card. $29.95 check to: KEBA 


SOFTWARE, Box 15131, Columbus, OH 43215-0131 


Here in the USA! EDUC. COMP. GAME. Family 
Fun while Learning. GEOGRAPHY Graphic Anim. 
Music Age: 6+ Free Support/IBM + Tot.Comp.CGA + 
$19.95 + SH$3 to: Tempest, PO 659, Warrington 
PA 18976 (215) 343-8569 Ask about our DBASE 


BUSINESS PLANNING! 


Create business projections for bankers, 

investors, or yourself—quickly and easily. 

Preformatted income statement, balance 
sheet, cash flow, breakeven, more. Includes 


manual. For IBM/Compatible PC, $45, money 
back guarantee. MC/VISA. To order Business 
BluePrint or for information call 
1-800-735-5581. 
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BUSINESS EXPENSE LOG $21.95 
Print Reports, Mileage, T&E, Other Exp. 
Computes MPG, Cost/mile, % business use. 
Alpha Omega, Box 20502, Beaumont, TX 77720 


“PAYUP!!”’ 


Q&D Software Development 
Create professional WORK ORDERS and 
INVOICES with your company name on top. 
Completely menu driven. Runs on MS-DOS. 


Send $19.95 to: 


Q&D SOFTWARE DEVELOPMENT 
269 Main St., Suite 1-HOC, 
West Orange, NJ 07052 


It’s a Snap™ 
IBM PC software for startup and small 
businesses: Bookkeeping, Mailing Lists, 
Business Forms. 30-day money-back guarantee. 
Toll free product support. 
1-800-688-6667 


YOURS FREE! 


How to Manage Your Mailing List 


Manage your consumer or business-to-business mail- 
ing list on your IBM PC or compatible PC with 640K 
RAM and hard drive -- and save money on your 
mailings -- with ArcList and AccuMail, two powerful, 
easy-to-use programs that offer you: 

* Address correction + File maintenance 

& standardization + Label design & printing 

* Duplicate recognition + "Nth Name" testing 

* List merge/purge * Complete data security 

* Postal presorts and more. 


To get your FREE BROCHURE, call: TOLL FREE 
800-368-5806 or write: 


Group 1 Software, Inc. 
Washington Capital Office 
6404 Ivy Lane, Dept. P-HC70 
Greenbelt, MD 20770-1400 
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“Everything needed to Run Your 
Business & So Easy to Use |" 


ALL-IN-ONE Only $99 


BUSINESS SYSTEM 


peconing Word Processing / Mailmerge 
e 


DataBase, Telemarketing, Labels, Invoicing 
A/P, A/R, G/L, Inventory, Reporting & More ! 
For IBM XT, AT, PS/2, 386 & Compatibles 


CSI Inc. (800) 842-2486 In CA (714) 628-7873 


Your SOFTWARE 
advertisement could be seen by 1.3 million 
entrepreneurs who read 
HOME OFFICE COMPUTING 
every month! 

Gain a presence in the fastest growing 
business-to-business market today. 
Call 212-505-3606 for more information. 


r-z- 


į PRODUCTION l 
I ASSISTANT. sowtttum | 


out more 
\ profes- l 
sional- | 
looking 
publica- l 
| 
| 


Guide to 
Desktop Publishing 
in Business 


tions 
with the 


on your desk. This 224-page refer- i 

ence tool spells out the rules you 

| need to know about typography, | 
page design, graphics, even paper 

l selection. Over 300 illustrations. I 


| Order your Hammermill Guide | 
now for only $24.95 plus $3.50 han- 

i dling per copy. (MO residents add l 

| 6% sales tax.) Call 1-800-533-8669 | 
toll-free to order by credit card. 

| Or send check payable to Ham- I 

l mermill Guide to: i 

Hammermill Guide—HOC790 
| PO. Box 34006 
L Berkeley, MO 63134 
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AD INDEX 
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Citizen America 
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Gradco Systems 
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Intuit 

M-USA 
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Quarterdeck 

Relisys 
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Symantec 
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Timeworks 

Unison World 

Wilson Jones 
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WORKSTYVEES I 
The Home-Office Gourmet 


Spaghetti-O’s again. I 
can’t go on lunching 
like this. But for the 
second straight day I 
found nothing appetiz- 
ing in the kitchen but 
black bean soup and 
those famous pasta cir- 
cles bathed in a thick tomato sauce and 
laced with preservatives. As I devour the 
tasty morsels (I added fresh grated Parme- 
san), barely pausing to gulp before each 
mouthful, I imagine my colleagues in New 
York feasting on expense-account lunches 
with important guests. Here at Chez Moi, 
it’s me, the sports page, and Spaghetti-O’s. 

Lunch is definitely not one of the high- 
lights of my work-at-home day. In New 
York, I was accustomed to going out every 
day, generally to pick up a deli sandwich, 
but often to dine at a restaurant with a 
friend, colleague, or business guest. Here, 
the nearest takeout with edible food is 15 
minutes away. There’s a great seaside sea- 
food restaurant nearby, but it’s relatively 
expensive and the service is slow—not ideal 
for a quick solo lunch. 

With these options, I’m left to prepare my 
own lunch in my own house—staring at the 
same walls I see night and day, the sticky 
kitchen floor, the curlers of dust glinting in 
the sunlight. That’s not so bad when I have 
a pile of papers and phone calls to plow 
through and can pop leftover lasagna in the 
oven to reheat, or have a full supply of deli 
goods and fresh bread to choose from. 
When I don’t, I open a can of soup and 
surround my bowl with cheese and crackers. 
But when the larder is bare—uh-oh!—I 
think you know what’s on my plate. 

But let’s look at the bright side of lunch- 
ing chez moi. There is no deli or restaurant 
in the world that makes my favorite sand- 
wiches. At home, I can paste them-together 
in 30 seconds, if I can find the ingredients. I 
can easily eat two cucumber sandwiches on 
thick white bread with mayonnaise and salt. 
There’s not enough demand or potential 
profit margin for a deli or coffee shop to 
serve such a delicate sandwich. Watercress, 
yes; cucumber, no. How about peanut but- 
ter, mayonnaise, Swiss cheese, lettuce, and 
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How about peanut 
butter, mayonnaise, 
Swiss cheese, 
lettuce, and salami? 


— B 


salami? One of those sandwiches fills the 
old hole. A pleasing variation is peanut but- 
ter, mayonnaise, and red onion. 

People say you can’t help but put on 
weight working at home, because you’re 
always a few steps away from the refrigera- 
tor and likely to snack between meals. I 
invite these pop psychologists to my house, 
where the refrigerator hasn’t been stocked 
since the Berlin Wall was torn down. You 
wouldn’t starve here, because we do some 
fancy cooking; but you won’t find many 
impulse snacks. Lots of cooking sauces, ol- 
ives, celery and carrot sticks, yogurt, eggs, 
that kind of stuff. 

The only real midriff-bulge trouble spots 
are the Ben & Jerry’s ice cream in the 
freezer (next to the Uno’s pizza), the home- 
made pumpkin bread in the bread box (if 
there’s any left when you arrive), and the 
semisweet chocolate chips in the baking 
cabinet. Ordinarily, you’d find vast quanti- 
ties of cheese in the refrigerator, and that’s 
my Achilles’ heel. However, right now 
we’re down to tofu-based cheese, the pri- 
vate preserve of my youngest daughter, 
Lucy, who’s allergic to dairy products. In 
desperation, I almost made a grilled tofu- 
cheese sandwich today, but I had a problem 
getting past the label: ‘‘The Delicious, Nu- 
tritious Alternative to Cheese, Made with 
Fresh Tofu and Fresh Soy Milk.” 


You may be thinking that I don’t take 
very good care of myself (or my family), 
but we eat good breakfasts and dinners and 
fill the children’s lunch boxes with peanut 
butter and other wholesome treats. The 
problem is, I’m so used to ‘‘taking lunch’’ 
in the office world that I haven’t quite got 
lunch at home down to a science. After all, 
I’ve only been at this noontime scavenging 
for five years. Give me a chance to settle 
down, lay in some supplies. 

One potential advantage I have over of- 
fice workers who commute a great distance 
to work is the chance to eat lunch with my 
family. Unfortunately, I don’t exercise that 
advantage often enough. My wife and I of- 
ten cross paths in the kitchen, scurrying like 
mice after counter scraps, but we rarely sit 
down together. When we do, one or both of 
us is likely to be reading something and 
mumbling aloud, though I suppose sharing 
newspaper or mail tidbits counts as conver- 
sation. But on occasion we go out alone or 
with our daughters to one of the many fried 
clam and quahog chowder houses around 
here, where the girls order hamburgers and 
French fries, but are otherwise well behaved 
and amusing. 

Those lunches are precious to me. They 
remind me of who I am and why I’m work- 
ing. They break up the day and put things in 
perspective. The conversation is good, the 
chowder superb. Since both my wife and I 
work at home and see the girls at home for 
almost every meal, those shared lunches put 
a new twist on family life and make every- 
one feel good. 

What I’ve completely lost since leaving 
the big-city office is the knack for calling up 
a friend and saying, “‘How about lunch?’’ I 
used to do that all the time in New York. Pd 
like to recover the habit, because when I eat 
alone I tend to inhale my lunch, grab a 
handful of semisweets, and go back to 
work. The open-a-can approach to nutrition 
is going to catch up with me. 

But I’m sick of talking about food. I’m 
going to the supermarket. It’s 5:00 p.m. on 
Friday, and given the state of our larder, the 
weekend is not promising a series of culi- 
nary pleasures. I'll start by replacing the 
two cans of Spaghetti-O’s that were pur- 
chased by daughter Sarah last time we 
shopped together. I wouldn’t want her to be 
disappointed next time the uh-oh! tune starts 
prancing through her head. W 


elcome to the 1990s. 


Its a new decade, but you say theres no chance of 
squeezing a new computer out of your old budget. 

Still, you might be able to squeeze a lot more out 
of the computer in front of you. Why spend a few 
thousand for a new system when a few hundred can 
remedy all that ails the old one? 

All you need is the Inboard 386™/PC. 

When this powerful accelerator is installed in 
your IBM PC, XT or compatible, DOS applications will 
run up to 10 times faster. Hard disk and video per- 
formance will improve. And a world of 386-based 
software like Windows™ 386 and 
DESQview/386™ will be yours. 

Installation is a breeze—just 
plug it right in. It’s so easy, in fact, 
most customers perform the 


you work faster 


upgrade themselves. In 20 minutes or so. 

And when you buy an Inboard, you get a five-year 
warranty from the company that invented the 386 
microprocessor—Intel. Not to mention a hotline to 
Intel's technical support experts. 

So, the next time youre waiting for an application 
to finish, call us at (800)538-3373 and ask for our special 
“Welcome to the 1990s” literature pack. Or if you 
prefer instant gratification, call our FaxBack line at 
(800)525-3019 and request Document #9963. Either way, 
we'll send all the information you need to bring your 
system into the present. 


intel 


The Intel Inboard 386 PC helps 


©1990 Intel Corporation. 386 is a trademark of Intel Corporation. Windows is a trademark of Microsoft Corporation. DESQview/386 is a trademark of Quarterdeck Office Systems. 
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Introducing 
the Oak Line 
by Curtis 


A beautiful collection of solid 
oak computer and desktop 
accessories. Beauty that’s more 
than skin deep. No glued-on 
veneers. No man-made lami- 
nates. Just finely crafted solid 
oak. Fifteen accessories that 
add a touch of class to any 
decor. Single and double letter 
trays. Double pen stand. Roll- 
top diskette boxes. Slide-away 
Keyboard SpaceSaver. Pencil 
cup. Printer legs. Memo case. 
System stand. Desk pad. 
Calendar holder. Letter 
opener. Card holder. 
Memo tray. Every one a 
marriage of function 
and beauty. And all in 
solid oak. 

Oak Keyboard Space- 
Saver: Store Your Keyboard 
in Elegant Style, slide key- 
board under system or 
desktop, create more usa- 
ble space, made of solid 
oak, Lifetime Warranty. 
#OLKS-3, Retail $89.95 

Oak System Stand: The Attractive 
Way To Create More Space, holds 
system unit vertically,adjusts from 

A” to7‘/2", made of solid oak, Lifetime 
Warranty. #OLSS-3, Retail $49.95 


Oak Printer Legs: Handsome Legs 
Save Space in Style, fits all printers— 
standard carriage or wide, resilient 
rubber feet, reduce noise and 
vibration, made of solid oak, Lifetime 
Warranty. #OLPS-3, Retail $39.95 


Oak Line by Curtis. The elegant 
way to beautify your desk. 


Oak Line prices start at $12.95. 


For the Curtis dealer nearest you 
call (603) 532-4123 Ext. 89 


Manutacturing Company, Inc. 


CURTIS 


30 Fitzgerald Drive, Jaffrey, NH 03452 


An al Insilco Company 


- Curtis Manufacturing Company, Inc. 


